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pack complete families of products in Wirz Tubes—for protection, 


* 
- OM Grumbacher Company is another of the national leaders that 


convenience and sales appeal. 


STABLISHED 1836 


€ Write today for your copy of our folder, “Wirz Collapsible Metal 


Tubes.” It contains useful tube standards and valuable design data. 


: : i Havana, Cuba 
New York 17, N.Y. Chicago 4, Ill. Memphis 2, Tenn. Los Angeles 48, Calif. | 
50 E. 42nd St. 80 E. Jackson Bivd. Wurzburg Bros. 435 S. La Cienega Bivd. Roberto Ortiz & Son 


Export Division—751 Drexel Bidg., Philadelphia 6, Pa. 


Collapsible Metal Tubes * Lacquer Linings * Wax Linings * Westite Closures ° Soft 
Metal Tubing * Household Can Spouts * Applicator Pipes * Compression-injection Molding 


4TH & PALMER STREETS, CHESTER, PA. 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted, the industrial he TT | ucts is Sandalwood—Santalum Album 
and agricultural development of My- rig (Linné). Obtained from selected My- 
sore has gone steadily ahead. Plans to Serie: sore heartwood, Genuine Mysore 
develop Mysore’s vast resources will con- “3 Ca Te ke Sandalwood Oil, distilled at our 
tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of ““The model state of India.” of purest quality by all leading Perfumers. 


“I Ofsefte Effence Diftilftrs” 


Ww. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. * LINDEN, N. J. 
NATIONAL CITY, CALIFORNIA © LONDON + MITCHAM + WIDNES 
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| 
rr he toilet goods industry is again faced with the threat of shortages 


in basic perfume materials. New and unexpected curtailments are al- 
ready in force. Yet the exact pattern of shortages that developed dur- 
ing the previous emergency period is unlikely. How is the manufacturer 


to guide his thinking? 


One thing is clear. A good many synthetic essential oils of domestic 
manufacture are going to be pressed into new uses in the months to 
come. In a sudden emergency the manufacturer may be hurried into 
adopting a replacement oil without adequate testing. If he plans wisely 


now he will be able to meet the emergency with confidence. 


Schimmel synthetic essential oils, effective, economical and freely 


available can be your answer to new shortages. Investigate them now. 


Schimmel & Co.. Ine. 


Schimmel & Co., Inc. 
601 West 26th Street 
New York 1, N.Y. 


Please send me a copy of your free booklet “SYNTHETIC 
PERFUME OILS” 
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Lilas Eternel 


Eternal as the rebirth of Spring is the fragrance of 
Lilac, unchanged since its first bloom countless cen- 
turies ago, ageless in its appeal to man. The achieve- 
ment of a lifetime’s study in creative application of 
new aromatics, Lilas Eternel captures the blossom's 
timeless fragrance — distinguishing this specialty from 


the multitude of conventional Lilacs. 
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Your Product will be in good company at the 
Private Brand Division of Avon Products, Ine. 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 





Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 


quality! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


Suffern, New York « 
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period preceding the French ines ¥ op a 
Revolution, the House of Antoine 5 , 
Chiris has, since 1768, stood for : ia) ‘ 
high quality standards in the . SSS SS 
Essential Oil and Aromatic Indus- ; q . 


tries. Cngraving ecghlee nllh contury 


Its exclusive occupation since its 
inception is producing of 
Essential Oils, Floral Absolutes 


and Aromatic Specialties—from GRASSE PARIS” NEW YORK LONDON SAO PAULO 
materials garnered the wide world 
over, many grown on Chiris’ own In each city there is a Chiris 
plantations. organization pooling all 

the expertence and technical lle regard it as a privilege lo 
THE INTEGRITY OF CHIRIS resources of nearly 200 years of consult on your aromatic problems 
PRODI CTS H iS W ITHSTOOD activity in the world’s Essential Oil Our creative laboratories are at 
THE TEST OF TIME. and Aromatic Industries. vour service 
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WE HAVE DEVELOPED A SERIES OF COMPOUNDS 


THAT ACT AS A MASKING ODOR For 
PERMANENT WAVE PREPARATIONS 


ASK FOR SAMPLES OF OUR 


CONCENTRATES P.W. P. 


ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 


GRASSE (A. M.) FRANCE ARGENTEUIL (S. & O.) FRANCE 
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PURPOSE: SATISFACTION 
FOR CUSTOMER Y-O-U!... 


D URING the past few months we have attempted 
to spotlight, through word and picture, certain features 
of our supply operations that seem, to us, to have im- 
portant bearing on our ultimate purpose which is to 
make you a completely satisfied customer. We have 
pointed out the need, during this crucial period, of mak- 
ing more determined effort than ever to maintain lines 
of supply and standards of quality at the highest pos- 
sible levels. In this connection, keen foresight, long 
cultivated connections throughout the world, a respected 
name and the best of credit—these stand us in favorable 
stead when questions arise at source involving the 
allocation of short supplies. We have also shown how 
careful screening of all materials before their acceptance 
for stock makes possible one of our primary functions 
as a supplier, namely that of assuming responsibility for 
and guaranteeing the selection and quality of every 
product we handle. Rigid laboratory and other quality- 
control tests enable us to relieve the buyer completely 
of this worrisome responsibility. Proper cleaning, bulk- 
ing and storing of delicate oils and aromatics under 
ideal atmospheric conditions adds another point of 
satisfaction: A high and consistent level of uniformity 
for our products. And now, on the inside pages of this 
present insert, we invite attention to one other practice 
that is standard procedure with our firm. We refer to 
those measures which insure and protect the confidential 
aspects of our service to those whose formulations we 
prepare. . . . Consider all of these practices in relation 
to a single product—your product, let us say—and you'll 
understand why complete satisfaction is assuredly yours 
when you rely upon the 80-year old House of 
FRITZSCHE for your perfume compounding needs. 


FRITZSCHE BROTHERS, Inc. 





AMBREINE POWDER 


For Use In: All types of 


perfumed products. 


Odor Type: Warm, deep, 
ambre-like 


Remarks: This is an excel- 
lent fixative and modifier 
for use in Floral Bouquets, 
Fantasy Bouquets and Orien- 
tals. In light bouquets, 
Suggest using from 2 to 3% 
and anywhere from 5 to 10% 
for the heavier scents. 

Its use will add greatly 
to the character of your 


Established composition — warmth, 


depth and powerful fixation. 
mothers, Inc. 


‘Chicago, Ulinois, Cincinnati, 
Gr, te, rt San Francisco, California, 
whimee Bs FACTORY: Clifton, N. J. 

















Newly developed... 
: Bouquet 1950 is the modern 
f interpretation to a fresh, 
: modern scent... 
the search for the new \ 
and intriguing... \ 









distinctly different... 
timed for successful 
products ... all-ways... 





C é i (Cae y DALLAS 1 + DETROIT 2 » MEMPHIS 1 + NEW ORLEANS 12 
an (Gia) st. Louis 2 + SAN BERNARDINO + SAN FRANCISCO 7 
WY te Z LABORATORIES, INC. Vay Florasynth Labs. (Canada Ltd.) 


Jj 
- Montreal + Toronto + Vancouver + Winnipeg 
CHICAGO 6+ NEW YORK 61 + LOS ANGELES Florasynth Laboratories de Mexico $. A. — Mexico City 





Perfume is the one touch that completes the picture. She buys the perfume that provides 
the effect she seeks, complements her mood, her personality. This mood, this effect, this 
personality . .. the accomplished perfume chemist forsees her wants and, with 


his touch of genius, and innate skill builds them into his creation. 


isa Gen 


The French touch is not foreign fo us. 

van Ameringen-Haebler S. A. R. L. is developing and 
producing perfume materials in our plant in Puteaux, 
just outside of Paris. This European operation ex- 
pands our ability and experience and, consequently, 


our usefulness to American perfume manufacturers. 


The van Ameringen-Haebler perfume chemists can help YOU create, 


for HER, the fragrance .... the effect, the touch she wants. 


MANUFACTURERS AND CREATORS OF THE FINEST 


Gimeringen ° h aebler, inc. 


MEMBER © FRAGRANCE FOUNDATION 


$21 WEST S$7th ee ee 


N E W ¥@ > 3 -O% N. Y. 





F.. you and for your product alone 
a distinctive fragrance with virtuosity and 
personality. D&O original scents are 
composed with irresistible subtleties to 
create olfactory impressions that coax and 
cajole attention to your product. Yet, 
surprisingly enough, D&O originals are 
modest in cost. D&O offers you more than 
150 years’ experience, vast research and 
manufacturing laboratories and a staff of 
master perfumers to help solve your 
perfuming problems. Consult D&O. 


AOR DODGE & OLCOTT, INC. 


180 Varick Street « New York 14, N.Y. 
ATLANTA + BOSTON + CHICAGO + CINCINNATI + DALLAS + LOS ANGELES + PHILADELPHIA + ST. LOUIS + SAN FRANCISCO 
ESSENTIAL OILS * AROMATIC CHEMICALS » PERFUME BASES + VANILLA + FLAVOR BASES 
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CLASSIC 
DESIGNS 


You get all the charm, grace and design of a 
sculptured classic when you pack to attract in 
crystal clear Maryland Glass. A wide variety 
of smart designs im a complete range of sizes 
are constantly im stock, ready for immediate 
shipment. Or, we'll create a distinctive design 
for your exclusive use. Just drop us a line 
giving the nature of your product and the sizes 
in which you pack it, We'll send samples and 
prices. Naturally, there is no obligation. 


MARYLAND GLASS CORPORATION, 
BALTIMORE 30, MARYLAND 


pack to attract in 


MARYLAND 








CABINET SQUARE 


NSU 


PERFUME OVAL 


SQUAT JAR 





BOSTON ROUND 


CHESAPEAKE OVAL 








anufacturers who 





demand the very 
finest in natural raw 
materials for their 
Perfumery, Soaps and 
Cosmetics, inquire 
first at P. Robertet 


SPECIALTIES AVAILABLE 


FROM P. ROBERTET INCLUDE: 





ESSENTIAL OILS OAK MOSS EXTRACTIONS FIXATIVES 
Geranium Absolute Oak Moss Extra P. R. Cistol 
Lavender Absolute Oak Moss Extra B Olibanol 
Lemon Italian Absolute Oak Moss Colorless Patchoulol 
Rosemary Spanish Absolute Pine Moss Tolurone 


P. Robertet Ine., 125 East 23rd Street * New York 10, N. Y. 


THE NEW YORK OFFICE OF P. ROBERTET & CIE. © GRASSE, FRANCE 


98 February, 1951 The American Perfumer 





spring sales strategy & 
begins with 
Dreyer essences for 
BATH SALTS, 


POWDERS 
AND LIQUIDS 









Spring’s perennial favorites are ready 
for you...or if you desire, essences may be 
blended to your special requirements. 
The Dryer Perfume Stylist awaits the opportunity of O Ple 
‘ ‘ ‘ : ase send 
serving you...with the fragrances preferred by the 0 We are; US Catalog “B» 
g 2 fray ] interested i, . 
ie 
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fashion-wise... priced for today’s toiletry needs. 
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PINE, GARDENIA, APPLE BLOSSOM AND OTHERS 
, Company _ 
I Street_ a tig 
nies ei ae 


} City ; - 
basis tins 
~ ee State 
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THE RECURRENT SHORTAGE OF ALCOHOL 


has again focused attention on 


ORBIS ALCOH-SOLS 


for the manufacture of 


COLOGNES, TONICS, LOTIONS, DEODORANTS, etc. 


COSMETIC RAW MATERIAL 
WATER SOLUBLE GUMS 
FOOD COLORS 


CHICAGO 


BECAUSE—Alcoh-sols are perfume oils that have 
been especially “solubilized” to facilitate their 
ready solution in low proof alcohol. 
BECAUSE—Alcoh-sols are ideal for the perfuming 
of colognes, toilet waters, tonics, lotions, barber 
supply specialties, deodorants, etc. 


BECAUSE—Alcoh-sols will incorporate in 15 to 
35% alcohol the same amount of perfume that 
would normally require 50 to 90%, thereby stretch- 
ing your supply of this vital material. 


BECAUSE—Alcoh-sols dissolve clearly, elimi- 















PERFUME BASES 
ESSENTIAL OILS 
FRUIT FLAVORS 





PHILADELPHIA BOSTON 
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QUINCE SEED 
OLEO RESINS 
STEARIC: ACID 


LOS ANGELES 





UNRETOUCHED PHOTO 


nating troublesome filtration. Important because 
time and money saving. 


BECAUSE—Alcoh-sols are entirely free from all 
sulphonates or sulphonated products, thus avoid- 
ing decomposition of the perfumes. They are 
nonreactive with other ingredients in tonics, 
lotions, deodorants, etc. 


BECAUSE—Alcoh-sols are available in a wide 
range of floral and bouquet odors to meet most 
demands. Odor list, prices and samples available 
to interested manufacturers only. 


ORBIS 


PRODUCTS 
CORPORATION 


215 PEARL STREET, NEW YORK 
FACTORY AND LABORATORY: 
NEWARK, N. J. 








THYMOL 
WAXES 
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MEMPHIS, TENN. 
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Choice Fragrances 


~+- FROM A CHEMIST’S “GARDEN” 







Chemical Research works many miracles in simulating 
Nature. From Verona’s laboratories, for example, come pure, 
stable and lasting aromatic chemicals that realistically 
reproduce the appealing fragrances of garden flowers in bloom. 
Verona perfume and cosmetic specialties are as carefully cultivated 


as the choicest flowers to add fresh notes of distinction to your products. 


SOLE AGENT IN THE U.S.A. FOR J. & E. SOZIO, GRASSE, FRANCE 


VERONA SPECIALTIES: RESINOIDES: 

AMUSKAL O?POPONAX AMBRE E-392 MOUSSE DE CHENE ABSOLUTE STYRAX 

AMBRE 342 lONONES OLIBANUM TOLU 

ALDEHYDE E-317A CYCLAMAL O?OPONAX MOUSSE DE CHENE BRUT 


VERONA CHEMICAL COMPANY, 26 VERONA AVE., NEWARK, N. J. 
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hathinsl Synthetic Synf one $22.00 per iil lh, 


Because of the unprecedented price rise of 
Geranium Bourbon and its derivatives, we 


recommend the use of Rhodinol Synthetic Synfleur. 


Rhodinol Synthetic Synfleur is a straight 
aromatic chemical, highly purified and 

rigidly controlled. For this reason it 

has met with very wide acceptance throughout 


the aromatic chemical industry. 


Rhodinol Synthetic Synfleur also gives 
excellent results in the synthesis of 


all Rhodinyl esters, any of which we can supply. 


Order a trial lb. or request a working sample today. 





SynllearScientitic laboratories hic _ Monticello MY. 


FOUNDED 1889 BY ALOIS VON ISAKOVICS 


ATLANTA + DETROIT + NEW YORK + HAVANA + RIO DE JANEIRO + MEXICO, D. F. 


CHICAGO * MELBOURNE . BURMA * HONG KONG « BOGOTA * SAN JOSE 
CTUDAD TRUJILLO . GUAYAQUIL * GUATEMALA CITY * CALCUTTA « WELLINGTON 
MANAGUA ° PANAMA ° ASUNCION * MANILA . SAN SALVADOR * MONTEVIDEO 
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Nothing is more disturbing to 
read than booklets on cosmetic 
formulations written by so-called 
beauty experts. Reading one bought 
on the magazine counter recently in 
the new pocket edition, one wonders 
how the expert got to be an expert 
with all the wrong knowledge she 
possessed. 

More recently a rec ipe in a similar 
type of publication gives the follow- 
ing formula for dé indruff and falling 
hair: to one gallon of rain water add 
1 pound of table salt and let stand 
overnight. Strain, boil the next day 
for ten minutes, strain again and 
add a violet perfume. This prepara- 
tion is to be used twice a day. The 
recipe failed to mention whether it 
was to be taken internally or applied 
externally. 

Isn’t that a honey of a formula? 
But here is another good one called 
“Best Tooth Cleanser’: mix to- 
gether cigar ashes and castile soap. 

And to think that some people 
will actually try to make products 
for the purpose mentioned from 
such formulas! Is it any wonder that 
the industry is vulnerable to criti- 
cism with this kind of information 
making the rounds? 


Creamy Permanent Waves 


A patent was recently granted to 
cover the use of a stz tbilized disper- 
sion of Sy nthetic resins for pro- 
ducing the cloud or milkyness in a 
cold wave solution. This auto- 
matically withdraws such a resin 
from public use. 

A new stabilizing dispersion of 
another synthetic resin is now avail- 
able. This solution is anionic, has 
a faint, pleasant odor with a pH of 
1.0 and is readily miscible with thio- 
glycolate solutions. Ordinarily 214 
per cent of the concentrated disper- 
sion sold, is required for the proper 
results. 


Another product offered for the 
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same purpose is actually a_ thick 
stabilized emulsion of lanolin with 
surface active agents. The latter not 
only aids in making the original 
emulsion but also enhances penetra- 
tion of the waving solution. 

This thick emulsion need only be 
added to the extent of about 2 per 
cent to the thioglycolate solution 
and adjust the pH. The primary 
emulsion has a pH of about 8.9. 


Cream Shampoo 


The standard thickener for so- 
dium coconut alcohol sulphate 
paste shampoo has been hard soap 
or sodium stearate. However poly- 
ethylene glycol 400 distearate in 
concentrations of from 3 to 5 per 
cent also has a thickening effect on 
both the cream and liquid synthe- 
tic detergent shampoo. Its effect on 
reducing the lather is less than that 
of hard soap or sodium stearate be- 
cause it is non-ionic. In addition 
this new material definitely has 
“hair conditioning’ properties. 
The new stearate is now in com- 
mercial production and is avail- 
able at a competitive price. 


Glycerin Substitutes 


It is unfortunate that some pub- 
licity gave the impression that it 
was undesirable to make glycerin 
substitutions in the Drug Industry. 
In fact the heading for the publicity 
read “Glycerin Substitutes Op- 
posed.” Naturally the Drug Indus- 
try is not going to make any sub- 
stitution “unless absolutely neces- 
sary” which is in line with all in- 
dustry. There is no opposition to 
glycerin substitutions by the groups 
involved; they state simply that 
they do not feel that a replacement 
should be made in _ established 
pharmaceuticals unless it is abso- 
lutely necessary, as it was in the 
last war. 

Much has happened since World 
War II in the field of glycerin “sub- 
stitutes.” To begin with, one of the 


M. G. deNavarre at work in his laboratory 


glycol ethers most widely used at 
the time of World War II can be 
still used to a limited extent. Pro- 
pylene glycol and the polyethylene 
glycols can also be used. Two kinds 
of sorbitol syrups are available and 
production capacity on these is be- 
ing heavily increased. 

Tt i is doubtful if the industry will 
feel the real pinch in glycerin or 
polyols as it did in Wor ld War II 
unless conditions unknown at this 
time manifest themselves. New syn- 
thetic glycerin production helps 
the situation a lot. 

We all know now that neither 
glycerin nor any of the polyols pre- 
vent drying out of cosmetic creams. 
Some slow down the rate of mois- 
ture loss a bit more than others un- 
der certain conditions, but in the 
end and over prolonged periods of 
time none of them can prevent dry- 
ing out. 

What these materials really do is 
to act as plasticizers and coupling 
agents. This column’s experience is 
that none of the compounds men- 
tioned above is a replacement for 
the other. The user must know the 
properties inherent in each mate- 
rial and then determine the effect 
that is wanted. If this is done with 
true diligence a formula will rarely 
contain but one of the above ma- 
terials. More often it will contain 
from two to three of them for best 
results. 

Finally, it is a mistake to con- 
sider proplylene, glycol polyethyl- 
ene glycols and sorbitol syrups as 

“substitutes” for glycerin any 
longer. All of these materials pos- 
sess their own advantages and 
neither needs to rest on the laurels 
of the other. Having this individu- 
ality, one can readily see the ad- 
vantage of using a mixture. 
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If anything, it behooves the glyc- 
erin producers to take note of the 
price stability of proplylene glycol, 
polyethylene glycols and sorbitol 
syrups over the last couple of years 
and particularly in the last six 
months. The sharp increase in the 
cost of glycerin does not help to 
make and keep friends. 


Allergy 

Gilman, writing in the U. S. 
\rmed Forces Medical Journal, 
1155, 1950, points out the gravity of 
the conditions surrounding reac- 
tions to penicillin. The patient gets 
chills, fever, prostration, arthritic 
symptoms and even shock. That it 
is used as a cure-all by so many 
doctors is a well known fact. Aided 
by the patient, the doctor tries to 


848: Liquid Shampoo 


Q. I would like a formula for a 
liquid shampoo containing say, 
coconut, castor and/or olive oils or 
some combinations of these oils to- 
= with sodium or potassium. 
\ shampoo like the older types be- 
fore the fatty acids-amine shampoo. 
Also please tell me how to make 
them in a jelly. If possible please 
tell me how to go about formulat- 
ing a wave set in a cream form to 

be used for the colored trade. 
S.Y.W. Ohio 


A. We are pleased to refer you to 
the book, “The Chemistry and 
Manufacture of Cosmetics,’ for the 
formulations of the types of prod- 
ucts you refer to. Thus, formula 
235 for shampoo is as follows: 


Coconut Oil 14 parts 
Olive Oil 7 parts 
Caustic Potash 50° Bé 10 parts 
Water 69 parts 


Color and Perfume q.s. 


100 parts 


Procedure: Heat the oils to 75°C., 
and add the caustic potash in a thin 
stream, thoroughly agitating the 
mixture. When gelling begins to 
set in, add up to two thirds of the 
water, which has been previously 
heated. Continue heating until 
saponification is complete (as de- 
termined by test) then add remain- 
der of water. Color and perfume 
when temperature has dropped to 
40-45°C. and set aside for chilling. 
To make this into a jelly simply de- 
crease the amount of water, and 
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give a sure prescription for an ail- 
ment, but in doing so the patient 
may find himself sensitive to the 
drug. 

At first sight this may seem far 
removed from the cosmetic indus- 
try but actually there is the fur- 
ther potential for increased sensi- 
tivity to cosmetic applications 
when the patient is under treat- 
ment with penicillin. Undoubtedly 
the cosmetic is often times blamed 
for something for which it is not 
really responsible. Therefore, re- 
ports of allergies should be thor- 
oughly checked to make certain 
that the patient is not under treat- 
ment with pencillin or any of the 
other antibiotics as well as the sul- 
phonamides, another highly sensi- 
tizing group of drugs. 


frankly, it would be preferred to 
replace part of the potassium hy- 
droxide with triethanolamine. It is 
not quite clear to us what you mean 
by a wave set in cream form. If you 
have reference to a hair dressing 
used by the colored people, ow 
suggestion is to mix beeswax, par- 
affin, rosin, petrolatum and lanolin 
together in a ratio you find desir- 
able. You may try as a starter 65 
per cent of petrolatum, 30 per cent 
of beeswax and 5 per cent of rosin. 


$49: Hair Dressing 


Q. We would appreciate your help 
im suggesting a possible formula to 
be used for a hair dressing (pom- 
ade) to sell to colored people. We 
are interested in a formula contain- 
ing lanolin, olive oil, cholesterol or 
any other ingredients that you feel 
would be beneficial to the hair. 


K. L. I., Md. 


1. It is hard to give you a straight 
formula for hair dre ssing for colored 
people, but we suggest you start 
wovkien with a firm lanolin type 
absorption base and start adding to 
it 5 per cent of WW rosin and 5 
cent beeswax. While hot, check the 
degree of adhesiveness and keep in- 
creasing the rosin until you are sat- 
isfied that you have the proper 
product. 


850: Emulsified Baby Lotion 


Q. Would you send to the above ad- 
dress a few formulae for making an 
emulsified baby lotion similar to 





what is on the market now. 
G.E.U. New York 


The following is a formula 
which we believe will suit your pur- 
pose: 

{ Stearic Acid 
XXX 1.0 per cent 
Lanolin (anhyd.) 2.0 per cent 
Sorbitan 
Monooleate 0.5 per cent 


A Polyoxyethylene 
sorbitan mono- 
stearate 2.0 per cent 
lsopropy! 
Palmitate 2.0 per cent 
Sorbitol Syrup 2.5 per cent 

| Propylene 

B  ~ Glycol N F 2.5 per cent 
Water 84.5 per cent 
Preservative q-s. 
Perfume q-s. 


Melt and bring A to 90° C. Bring 
B to 95° C. Add A to B with rapid 
stirring at first, then stirring more 
slowly until the temperature has 
dropped to 55° C.; add perfume 
and agitate slowly until cold. 


$51: Mosquito Repellant 


Q. Could you please give me the 
formula for a good dimethyl phtha- 
late liquid lotion (to be used as a 
skin repellant elie 

S.M.]. Mass. 


A. Dimethyl phthalate is used 
straight as a mosquito repellant and 
not diluted. It is covered by a patent 
owned by Standard Oil Co. of New 
Jersey, and we would suggest you 
contact them before you proceed 
with your development. 


852: Aleoholate of Rosemary 


Q. How would I go about making 
~ ‘ £ 5 
an alcoholate of rosemary? 


A.C.E. Indiana 


\. We would suspect that what you 
meant by an alcoholate of rosemary 
would be equivalent to a tincture. 
That means 10 parts of rosemary 
herb or flower is extracted with 
enough alcohol to make 100 parts. 


853: New Foaming Agents 


Q. Can you give me the names and 
suppliers of new foaming agents— 
that may be used in liquid bubble 
bath and not be affected by soap. 

T. Y. Wisconsin 


A. To our knowledge there are no 
surface active agents that make a 
good bubble bath and that are not 
affected by soap. We have seen no 
explanation for the effect that soap 
has on bubbles caused by synthetic 
detergents, but anyone that has ever 
tried it knows it to be a fact. 
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With the right accessories stock bottle *A-4445 
becomes a highly individual container—at low cost 






MAKE-UP makes the di 


Imagination and ingenuity can make a face or a container stand out 


A DIFFERENT CLOSURE, 
an unusual use of color, a striking 
label—presto! A stock-mold 
Duraglas bottle becomes a pack- 
age of distinction that will stand 
out anywhere. 


DBuraqlas bottles are 


Unchanged by the beauty treat- 
ment, of course, are the strength, 
operating economies and low 
original cost of Duraglas stock- 
mold containers. 

And there is no limit to Duraglas 





oronee | 


container individuality. So for all 
your packaging needs, from bot- 
tles to closures and shipping car- 
tons, with package distinction 
built-in, /ook to Owens-Illinois com- 
plete packaging service. 


protectors of quality 


OWENS-ILLINOIS GLASS COMPANY ¢ TOLEDO 1, OHIO e BRANCHES IN PRINCIPAL CITIES 


106 February, 1951 


The American Perfumer 





THE AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW . 


FEBRUARY 1951 


Aluminum Methionate: Astringent 


Extensive comparative protein precipitation tests for astringency 


indicate that this salt is more effective as an astringent than other 


common astringent agents. . . . Tests show it is harmless to fabric 


JOHN E. CHRISTIAN and GLENN L. JENKINS? 


STRINGENTS are used therapeutically for a va- 

riety of purposes including the treatment of di- 

arrhea, the reduction of inflammation of mucous 
membranes, the promotion of healing, and as anti- 
hemorrhagic agents. The effects produced are probably 
due to protein precipitation and hardening of the cell 
surface producing contraction and decreasing the per- 
meability of the capillaries (1). Astringent agents, be- 
cause of their ability to reduce secretion and exudation, 
are also used as antiperspirants. 

A number of antiperspirants have been proposed to 
control or retard the flow of perspiration from certain 
skin areas by application of suitable preparations of 
astringent material. The more common types of prepa- 
ration for this purpose contain an acid salt of a metal, 
usually aluminum chloride, aluminum sulfate, zinc 
chloride, aluminum nitrate, alum, and similar salts. 
Such substances are effective in stopping perspiration 
but are unsatisfactory and hazardous in that the use 
thereof frequently produces acute skin irritation or der- 
matitis and rots clothing fabrics which come in contact 
with the treated areas. This action has been shown to 
be due primarily to the acid radical. 

In this laboratory a large number of known astring- 
ent agents were tested for astringent power and for 
their effect on cloth and the results compared with the 
values obtained using an astringent agent previously 
unreported. This work was done in an effort to provide 
a new and improved astringent agent which combines 
full inhibitory perspirant action equivalent to, or better 
than, other aluminum salts, but avoids their corrosive 
action and is harmless to the skin and fabrics. It was 
found that the utilization of one of a series of alumi- 


7 503 
a 
3 |CH, Ca + Al, (SO4)3 18H20> 
Experimental 
SO. so 
3 3 
ch, Al, + 3CaSO 
So,— 3 
* Published by courtesy of the Journal of the American Pharmaceutical 


Association. 
+ Research Laboratories, Purdue University School of Pharmacy. 
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Table I. - Casein Precipitation Ability of Some Astringent Agents 





Concentration, % ————_—- 
Substance 3 5 8 10 15 20 25 
Alcl t--- 
Al3(SO4)3 too 
Al Methionate tt-- 
Al Chloral Hydrate 
Complex 
Al Sulfoacetate 
Al Ethane Disulfonate +--- tt-- 
Al o-Sulfobenzoate 
Sh ee te-- ttt 
Al Ethyl! Sulfate 
Lead Nitrate 
Stannous Chloride* 
Zinc Nitrate 
Lead Acetate* 
Zine Acetate* 
AlCl; + 8% Zn Acetate 
AIC1, + 8% Pb Acetate 
Zn Sulfocarbolate 
Zn Sulfanilate 
Al Sulfocarbolate 


++<< +++- aie 


++—- a ae 


+++- ++++ 


*Supersaturated Solution 

++++ indicates complete precipitation of protein, as judged by the absence of 
any change on addition of three drops of a 25% AICl3 solution to the 
supernatant liquid obtained after centrifugation. 

+++- Indicates almost complete precipitation as shown by cloudiness on 
addition of the AlCl; solution. to the supernatant. 


++-- Indicates Indicates precipitation in the supernatant on addition of the 
AIC1, solution 
+--- Indicates further precipitation in the supernatant. 


---- Indicates very heavy precipitation in the supernatant and no 
precipitation by the astringent tested. 





num alkyl disulfonates, namely aluminum methionate, 
was superior to other commonly used aluminum salts. 

Calcium methionate (100 Gm.) was dissolved in 250 
cc. of warm water and 102 Gm. (98% of theory) of crys- 
talline aluminum sulfate, dissolved in 250 cc. of water, 
was added slowly with stirring. The mixture was di- 
gested for ten minutes, cooled to room temperature, 
filtered, and the calcium sulfate washed with water. This 
water was added to the original filtrate. The filtrates 
may be concentrated, an analysis made, and the alu- 
minum methionate solution used as such. The pure 
salt was isolated as follows: the aluminum methionate 
solution was concentrated until a supersaturated solu- 
tion was obtained. Alcohol was added, causing the alu- 
minum salt to crystallize out. Further purification was 
made by recrystallization from water and alcohol. 
Yield: 87 Gm. (96% of theory). 

Anal.—Calcd. for C,H,S,O0,,Al,: Al. 9.38%; S, 33.33%. 


Found: Al, 9.25%; S, 33.39%. 
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Table Il - Casein Precipitation Ability of Aluminum Chloride, 
Sulfate and Methionate Compared on a Molar Basis 


Concentration (Molar)——————_————_—_———"—"—"—""—~ 


Substance l 0.5 0.25 0.125 0.0675 
AIC1,°6H,O (%) 24,14 12.07 6.03 3.01 =—=—_—s_ aveccccee 
Al, (SO4), 18H, O (%)  ccccccee 33,32 16.66 8.33 4.16 
5 hy Poe ++++ ++t- ¢--- -<-- 
SOx 
Al,| CH (Fo) wrovevee 28.8 14.4 7.2 3.4 
~~. = ecm ++++ ++++ ++++ ++t- 
SO}3 


Table III - Breaking Loads of Treated Cloth (Pounds) 
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7 2 3 ‘ 4 . 7 ~ 9 10 u 12 13 
72 69 65 65 72 oe 10 12 56 » 50 50 51 
68 70 62 67 61 65 5 2» 51 35 55 52 6 

63 61 66 65 64 6 13 55 3% 6 41 49 
71 71 66 70 58 65 7 14 55 50 56 52 48 
63 66 65 57 67 67 6 14 M 53 5 51 42 
62 62 He 60 66 a ll 12 62 3% 58 49 41 
61 66 62 67 64 61 7 20 53O 21 a 51 40 
61 76 64 68 68 65 10 ll 49 27 65 52 39 
67 oo 60 70 61 5&8 10 14 45 30 60 a] Di) 
ve 71 co 74 62 62 10 2% 52 30 58 50 40 
06 60 66 65 57 CJ 4 18 55 17 58 55 36 
66 67 5 62 65 6 5 2 45 21 61 50 3% 
63 73 62 68 63 70 7 15 51 27 61 48 40 
75 4 he 70 4 71 ll 20 49 38 58 4 46 
67 68 72 72 63 67 « 15 55 30 57 52 38 

Av.66.3 67.6 62.7 66.1 63.7 64.7 82 158 6526 33.2 58.2 52.3 42.8 
Cloth No. Specimens Tested for Breaking Load Treatment 

1 Untreated control 6 15% aluminum methionate and 8% urea 
2 Cream base control in cream base 
3 25% aluminum methionate in cream base 7-13 Commercial astringent creams and liquids 
a 25% aluminum methionate and 8% urea A, B,C, D, E, F,G 

in cream base . i 
5 15% aluminum methionate in cream base 


\luminum methionate is somewhat hygroscopic and 
is quite soluble in water, forming a 69% solution w/v at 
27°. The pH of a 5% aqueous solutio nis about 3.5. 

Few works are reported in the literature concerning 
the measurement of relative astringency. Auch (2) 
mentioned the use of animal skin for measurement of 
astringency. Sollmann (3, 4) reports the utilization of 
the precipitation of proteins as an indication of as- 
tringency. Theis (5) has described a method involving 
a “Bottle Dilatometer.” 

In this laboratory, preliminary testing methods in- 
dicated the protein precipitation tests to be more re- 
liable and reproducible. A number of proteins, includ- 
ing egg albumin, casein, washed dried blood fibrin (Ar- 
mour), fibrin from blood (Sargent), albumin from 
blood (bovine) (Armour), and powdered blood albu- 
min (Armour) were used in preliminary protein pre- 
cipitation tests with some of the common astringent 
agents. Ege albumin was found to give uncertain and 
nondifferential results since its composition changes 
from sample to sample. Blood albumin and fibrin from 
various sources were found to be unsatisfactory since 
consistent results were not obtained and since precipi- 
tation occurred irrespective of relative concentrations 
of astringents. In addition some astringent agents such 
as formaldehyde do not affect these proteins. Ham- 
merstein’s casein was found to have a uniform compo- 
sition and to give good results. The testing procedure 
was carried out as follows: a 5% solution of Hammer- 
stein’s casein (100 cc.) was prepared by shaking the 
casein to a uniform suspension with 50 cc. of 0.1 A 
HCl. Additional HCl was added and the mixture 


heated on a steam bath until solution resulted. After 


cooling, the solution was brought up to volume with 
additional 0.1 N HCl. To 5-cc. portions of the casein 
solution, | cc. of each astringent was added slowly with 
shaking. The mixture was incubated for fifteen minutes 
at 37%, cooled, and centrifuged. A portion of the su- 
pernatant liquid was removed and tested for complete 
protein precipitation by the addition of three drops of 
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25%, A1C1, solution, Table I and Table II give the re- 
sults of these tests using various astringents. According 
to these tests aluminum methionate has the greatest 
ability to precipitate protein. Aluminum methionate 
was also shown to be superior to aluminum chloride 
and aluminum sulfate by blood agglutination 
techniques. 

On a molar basis, a 1 molar solution of AlCl, con- 
tains the same amount of aluminum as a 0.5 molar so- 
lution of Al, (SO,), and aluminum methionate. As in 
the case of percentage solutions, aluminum methion- 
ate is shown to be a superior protein-precipitating 
agent. 


Effect on Fabric 


Relative noncorrosive tests were made on cloth with 
different astringent preparations. The procedure used 
was “The Good Housekeeping procedure for testing 
deodorants as to safety on fabrics.” 

Ordinary bleached muslin was pressed and cut into 
strips 6 x 21 in. Down the center of each strip, over an 
area 1 in. wide, was applied 1 Gm. of the cream in 
question. The strips were then held in an incubator 
at 38% for forty-eight hours, and at the end of this time 
pressed uniformly, both as to time and temperature, 
with an electric ironer. The strips were then cut into 
five pieces 6 x 4 in. These pieces were allowed to stand 
for twelve hours, and then broken on a standard Ten- 
sile Strength Machine by the Grab Test (Scott Yarn 
Tester). The front jaws were | in. wide and the back 
jaws 2 in. wide. The distance between the upper and 
lower jaws was 3 in. The speed of pulling the jaws was 
1214 in. per minute. Three of the long strips were 
treated with each product giving 15 breaking strength 
determinations. All tests were run simultaneously. 

The average breaking loads in Table III indicate that 
cloth is weakened very little, if any, by creams contain- 
ing high concentrations of aluminum methionate, 
whereas commercial astringent preparations show in 
each case considerable weakening of cloth. 


Summary 


The synthesis of a new astringent, aluminum meth- 
ane disulfonate (aluminum methionate), is reported. 
Extensive comparative protein precipitation tests for 
astringency indicate that this salt is more effective as an 
astringent agent than other common astringent agents 
tested, and thus may be applied to improve perspira 
tion retarding or inhibiting preparations. Comparative 
cloth tests indicated that aluminum methionate is 
harmless to fabric, whereas other common astringent 
agents tested were found to weaken cloth considerably. 
The salt has the additional advantage in that it is very 
soluble, hygroscopic, and nontoxic. The salt being hy 
groscopic aids in preventing the drying-out and harden 
ing of creams containing it. Extensive tests (6) have 
shown that the methionate radical is nontoxic. 
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Lincoln Ciampa (left) and 
Jacques Martial discuss a new 


design with a cosmetic executive 


HE cosmetic industry is not prepared and not or- 

ganized to meet the hardships which will soon be- 

come severe for all luxury industries. This indus- 
try is one of the most obvious targets and should be 
well prepared for the worst. The management of most 
companies as well as the individual “second string”’ ex- 
ecutives have a very good idea of what is coming, but 
in most cases these people reject the reality and take an 
attitude of “wait and see.” They still cling desperately 
to their individual ways of meeting situations and still 
think in the same groove of “business as usual.” 

Yet the shortages which confront us are real; they 
are indicative of the path in which we are moving fast, 
much faster than most of us realize. We have today 
shortages in many items; brass, tin, copper, aluminum 
foil, raw materials of all sorts which affect every branch 
of the cosmetic industry. The effect of these shortages 
is going to hurt particularly the presentation of prod- 
ucts and the packaging which is the backbone of mer- 
chandising. In spite of this, very little planning is 
done and at this writing there are but few executives 
who are planning a long-range pregram to take care 
of present and future conditions. 

Ihe basic error is underestimating the size of the 
problem facing us. Probably the majority of business 
men indulge in the idea that all this emergency is a 
temporary thing. Here are a few comments heard in the 
trade. A normally wide-awake purchasing agent says: 
“We had lots of shortages during World War II and 
we managed.” An executive in charge of purchasing: 
“Why, this thing is not permanent; in a few months we 
will have material again.” A lady stylist in charge of 
packaging and presentation says: “Oh, but I have all 
my Christmas packages done and delivery guaranteed 
for 1951." A president of a cosmetic company: “What 
you say makes sense. It’s sound, but Miss —-——, our pur- 
chasing agent is in charge and I don’t think she will 
change her plans as yet.” Another executive: “I have 


ial designer and package specialist, Martial & Scull, New York, 
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>, Are You Prepared For A 
Long Emergency? 


Material shortages will force 
manufacturers to put out smaller 


and more economical packages 


JACQUES MARTIAL* 


already solved this problem. I have on hand enough to 
take care of me for 1951 and 1952. After that we will 
see.”” A smart lady purchasing agent: “Don’t worry 
about us. I have ways of getting what I want and what 
I need.” 

These are typical comments from the trade when the 
subject of emergency is brought up and is the majority 
reaction from people who suppose they “know what is 
going on.”” Fortunately there are a few who have fore- 
seen the future and have organized long-range pro- 
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grams. Those few will be rewarded in no small meas- 
ure. 

Ihe present emergency may last a very long time, 10 
years, who knows, perhaps more. It is a dangerous 
fallacy to compare the present emergency and a possi- 
ble war in the near future with the conditions from 
1940 to 1945. If war comes it is going to be a different 
war. The strength of this nation may be put to such 
a test as to preclude most luxuries. If we fail to prepare 
now, where will we be? 

We must learn to conserve. We must stop wasting 
material because of lack of coordination between de- 
partments. Management should see that the executives 
in charge of design, engineering, production, mer- 
chandising, promotion, advertising and selling get to- 
gether and analyze all of the problems, one by one, and 
formulate a program for conservation, substitution, 
technical changes and selling methods to meet the 
conditions. The lack of coordination among depart- 
ments, lack of proper instructions, and sometimes lack 
of knowledge in the work of designers, artists, purchas- 
ing agents and advertising agencies is the principal 
cause of waste. 

It is absolutely essential, before an item is planned o1 
a package design made up, that whoever conceives an 
item or designs it and its package knows how it is going 
to be produced. Starting with an idea and working it 
through to a finished product without knowledge of 
the manufacturing operations and supply situation is 
no longer practical. In carton designing, for instance, 
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Figure 1. At left is the conventional package used for a bottle of nail polish. Note the large amount of material required to protect 


the bottle. The same type of package is needed to protect the perfume bottle and base at center. At right is a more efficient package 
which needs no protection other than the carton. Efficient design can make it possible to use one container both for shipping and display. 


both the designer and purchasing agent should know 
in advance what sheet sizes, quality and characteristics 
are available and will avoid waste. The designer is a 
member of the team which provides an item and 
should work in close cooperation with other executives. 
The tendency to consider the designer solely as an art- 
ist is wrong. The designer is an artist all right, but he 
or she is also a technical designer and should be pro- 
vided with correct technical specifications. The concep- 
tion of items and the design of packages should not be 
left to one executive, artist or designer; it should be 
studied by all of the executives interested so that all 
departments will know in advance what is being done 
and planned so that each department can do its share 
intelligently. 

Complete technical knowledge of product and pack- 
age design is not an absolute necessity from the stand- 
point of executives and purchasing agents. They should 
know good design and be able to make a critical anal- 
ysis. But designers have no excuse for not knowing the 
technical end of packaging. Those who do not know 
are going to find themselves unable to turn out pack- 
ages for their companies. In New York City alone there 
are several good courses in product and package design 
open to artists, designers and executives. These courses 
are part of the adult education systems of various col- 
leges and are given in other cities as well. I myself 
teach two of the courses during the second semester at 
City College in New York. 


Causes of Waste 


Another practice which causes waste is leaving all de- 
signs to suppliers from the outside or calling in several 
artists to submit ideas on speculation without proper 
analysis. Executives in small firms particularly are de- 
luded in thinking that they rid themselves of a head- 
ache and save money by letting someone else do the 
thinking for them. This practice costs the cosmetic in- 
dustry untold millions of pounds of waste and in the 
end is expensive. Passing the buck is no solution. 

One of the most obvious causes of waste is putting a 
small amount of product in a big package. There is no 
point in doing this in a period of shortages because 
sales are practically assured when products are hard to 
get. It would be far more advisable to make every ef- 
fort toward improvement, conservation and _ saving. 
Incidentally, the shortages may by force improve the 
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styling of many of our products and packages, which in 
the last few years have at times revealed questionable 
taste. 

There are many other approaches to conservation. 
In the case of lipsticks, for instance, the metal con- 
tainer is a critical item in time of shortages. Everyone 
must remember the lipstick containers of the last war. 
The plastic substitutes were not very satisfactory and 
as some types of plastic became critical a substitution 
required another substitution. Here the conservation 
could start now. Suppose we figure out how many lip 
stick containers are in use and tell the users to conserve 
their present metal containers and concentrate on sell- 
ing refills. These metal containers are sturdy and could 
last a long time. There are millions in use right now 
and a great many could be returned to the lipstick 
manufacturers through premium offers. Another item 
that could be salvaged if necessary through premium 
offers is the plastic or metal bottle cap. These are ideal 
for premium offers as, unlike lipstick containers, the 
bottle cap has little or no use to the customer once the 
contents of the container is exhausted. Like the lipstick 
containers, these caps are easily reconditioned. 

One way to conserve packaging materials is through 
the use of combined displays and shipping containers. 
Figure 1 shows the material required to package and 
protect a conventional bottle of nail polish. This type 
of package not only uses too much material, but takes 
up too much space in storage and shipping. A better 
design is shown in Figure | at the right. The card be- 
hind the bottle serves as a cover for the cardboard sleeve 
during shipping. Figure 2 shows a lipstick display 
sleeve made from scrap left over from other package 
manufacturing. This display folds flat for shipping and 
has the advantage of very low cost since it is made in 
one piece and requires only a few folds to set it up. A 
decorative sleeve for an acetate windowed box is shown 
in Figure 3. This sleeve again uses only scrap, and can 
be attached to packages to provide additional advertis- 
ing space to announce a combination offer. Cosmetic 
manufacturers could save an average of 20 per cent by 
making the best use of their materials, designing car- 
tons around a particular size of board and making use 
of waste material that would otherwise be discarded. 

Another way of saving cardboard as well as shipping 
space is to use oblong or square bottles. While these in 
their simplest form may have a medicine bottle ap- 
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Figure 2. 


This display holder for lipstick was made from scrap left 


over from other packages. It is inexpensive and folds for shipping. 


pearance they can be 


designed with ribs, 


fluting or 
other decoration to be very appealing. 


The tapered and 
irregular shapes so often used waste a tremendous 
amount of carton material. 

The shortage of polyethylene will hurt; we may soon 
see the disappearance of all of these “squeeze” items. 
Well, we comforted by the thought that 
polyethylene is the principal insulating material used 
in the radar apparatus which is being installed around 
the country. But this is not the end of all such deo- 
dorants, for with the proper thinking we can create 
other ways of selling the product which are as attractive 
and practical. There is plenty of imagination available 
to work on it. Those who do not have the imagination 
can buy it. Unnecessary frills could be dispensed with 
and size of cartons can be specified for best use. Perhaps 
it will be necessary to change the shapes of some cartons 
or packages but by doing so we fall in with the trend 
of merchandising and produce new designs and new 
items which are better styled. 


should be 


Stockpiling Is No Solution 

Ordering large quantities of materials in order to 
keep on producing wasteful packages for a longer time 
is no way out of the problem. It just postpones the day 
when new packages must be planned and results in 
more severe restrictions which will complicate the prob- 
lem when materials become harder to get. The solu- 
tion to the problem lies in intelligent long-range pro- 
grams by which practical methods of operation can be 
established for the benefit of all. 

To summarize, intelligent planning should be organ- 
ized as follows: 
I—At a meeting of all of the executives involved in an 
operation, establish a method of procedure and a 
method of analysis, then allocate specific studies to 
each department so as to cover all of the problems. 
2—From the studies and reports of all the departments 
decide on a specific program with specific instructions 
to each department. 
3—Each department must follow the details of the mas- 
ter plan for production in close cooperation with other 
departments as well as with outside suppliers. 
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Figure 3. Decorative sleeves for boxes also can be made from scrap 
and attached to packages to gain extra 


advertising space. 


In this third stage the procedure of designing is most 
important and complete comprehensives of products, 
packages and displays must be tested and studied care- 
fully in every detail before being approved and handed 
out for production or to suppliers. In conclusion, if 
such an organization can be firmly established in every 
manufacturing concern, the task of running a business 
will be simplified, better and less costly shipping will be 
attained, and, most important of all, in spite of severe 
restrictions we will insure a maximum production of 
civilian goods. 


Ointment Base for Bacitracin 


N COMPREHENSIVE studies which demonstrated 

the value of the antibiotic, bacitracin, in the treat- 
ment .of superficial pyogenic ns of the skin, 
j. L. Miller, M. H. Slatkin and B. Johnson (Arch. 
Dermat. & Syphil. 60:106, 1949) vedo sande an evalua- 
tion of the most suitable ointment base for applying 
this antibacterial agent. Of the 14 different bases tested, 
two emulsion bases and a greaseless “Carbowax’’ base 
gave satisfactory results with regard to physical proper- 
ties and in the stability and release of their bacitracin 
content. From a study of the data, it is evident that 
superior effectiveness with respect to these characteristics 
were obtained with a glycerine-containing emulsion base. 
This consisted of: 


| PETE Tee ee 10 Gm. 
CE sh. ie cose sels eaves 10 Gm. 
Sodium lauryl sulfate ........... 1 Gm. 
WOM ek carder ndecuneseens 74 c.c. 


Tests with this base and a Lanette Wax emulsion 
base containing bacitracin, in a concentration of 500 
units per gram, indicated that these ointments can be 
kept for a limited time at room temperature without 
losing their effectiveness. Thus, with such ointments, 
there is no need for refrigeration if they are to be used 
over a short period for the treatment of superficial 
pyogenic infections of the skin. 


February, 1951 111 





Need for Selling 


[ RANTED that we can look forward to at least 25 
J per cent reduction in the volume of goods we 
have to sell, the inference drawn by many is that we 
will once again be in a sellers’ market. We do not be- 
lieve that the evidence warrants that assumption. When 
you take into account the fact that raw material sup- 
plies are already at a critical stage, even before any 
government clamp-down, and that manufacturers have 
already cut back production, it is obvious that the sup- 
ply of goods is going to be affected. Against that fact, 
however, you must place vital deterrents to normal 
buying: rapidly increasing prices not only for our own 
goods, but also for all the commodities and services 
and family needs; the prospect of drastically higher 
taxes which will cut further into the family’s income; 
the prospect of even more rigid controls on install- 
ment credit than are in effect at present; and finally, 
the drafting of hundreds of thousands of skilled work- 
ers into the armed forces or into defense plants. 

If the financial ability of our customers to pay is to 
be sharply curtailed through higher taxes, higher 
prices, compulsory savings and stringent controls on 
instalment credit, it would take an optimist to see a 
sellers’ maiket in those circumstances. 

We may have fewer goods to sell, but we are going 
to have to look a damn sight harder to find the people 
able to buy them.—Electrical Merchandising. 


Higdon Philosophy 


REAT everyone who comes into your place of busi- 

ness with courtesy. He may have come to buy, o1 
sell, or to ask for a job. It doesn’t matter. ‘That person 
has come on business. You are there for the same pur- 
pose. Be as courteous as possible. It costs nothing and 
pays big dividends. Business built on the foundation of 
courtesy is the best business of all. 


Advertising is sometimes theught of as a special kind 
of business—a profession supported by business. No! 
Advertising is merely another department of business— 
no less important than any other department. Its job 
is to tell people about merchandise, where they may 
buy it, and stimulate their desire to buy. 

* * * 

Long time ago there was no advertising. Every man 
who made something to sell had to seek out his possible 
customers and tell them about it individually. Fortu- 
nately, at that time, man made few things and had little 
to sell. But, today, with our high speed production 
lines, it would ceriainiy be something if we had to go 
around and tell people individually about the things 
we make. 

* * * 

Orderliness can be a handicap. For example: you 
can spend so much time keeping little things in their 
place that you haven't time to do anything big. 


Most of us muddle through a situation and then 
claim credit for having thought the whole thing out. 
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Good public relations is the matter of doing the right 
thing with the right people at the right time and 
the right time is before you’re forced to do it.—Phoenix 
Flame. 


Cosmetic Excise Tax Collections 


HE following chart shows graphically the sums col- 
lected during 1949 and 1950 in 20% excise taxes on 
cosmetics. Below the graph are figures showing the tax 
collections for the years 1948-1959 to the nearest dollar. 


Millions 





- Mar. Apr. May 
1950 

$ 9,836,052 
11,654,681 


June July Aug. Sept. Oct. Nov. Dec. 


1949 1948 
$ 9,648,063 $10,371,512 
12,984,776 12,290,714 


January 
February 


March 6,811,063 6,796,181 6,927,991 
April 6,985,099 6,913,884 6,927,991 
May 8,316,993 6,983,445 6,660,851 
June 8,136,742 7,625,450 7,283,509 
July 7,965,373 6,776,881 7,332,070 
August 9,671,335 7,807,221 7,506,518 
September 7,542,472 6,859,446 6,890,757 
October 7,900,314 6,760,409 6,335,804 
November 8,159,612 7,738,779 6,872,541 
December 7,781,091 7,312,007 8,079,746 








“We couldn’t get all of our suntan lotion salesmen on Florida.” 
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Material Developments In 1950-51 


An informative review of the progress made in essential oils and 


perfumery synthetics. . . . Developments in analytical methods. 


. . » Patents dealing with the manufacture of perfumery synthetics 


PAUL Z. BEDOUKIAN, Pu.D.* 


HE unsettled political conditions of the past 

year have caused the industry to suffer from fluctu- 

ating prices and occasional shortages of various 
essential oils. In the face of continued uncertainty re- 
garding supplies and prices, it is only natural for the 
consumer to rely more and more on domestically pro- 
duced perfumery synthetics at the expense of natural 
oils. Yet the latter are indispensable to the existence of 
our industry and it is hoped that prices will not advance 
beyond the reach of the industrial consumer. 


The Art of Perfumery 


Although it is true that one cannot become a per- 
fumer simply by reading books and articles on the sub- 
ject, nevertheless, those who are familiar with the 
industry will find much food for thought on reading 
the opinions of those who are experienced in the field. 
In view of the increasing complexity of cosmetics, it is 
of interest to note the appearance of three highly 
informative articles on the problems associated with 
perfuming cosmetics and soaps.’ ** Two other authors 
have treated the subject of perfume compounding.* ° 

Continuing his series of articles on the art of per- 
fumery and materials used in perfume compounding, 
Morel? has listed extensively the application, odor quali- 
ties, physical constants, etc., of perfumery aliphatics and 
various classes of esters. 

The creation of a specific type of odor demands spe- 
cial skill and imagination. Although published formu- 
las are seldom intended for use as such, they are 
valuable as a means of exchanging ideas on the subject 
and stimulating interest. Two particularly informative 
articles have appeared on the composition of French 
colognes’ and on variations of the chypre fragrance.* 
A third article discusses the violet flower and gives 
four formulations of violet perfumes composed of 
natural and synthetic ingredients.’ It should be 
noted that the antiseptic properties of perfumes have 
been made use of in battling diseases.° Probably 
no worth while perfume is completely free of animal 
fixatives, and in this connection, the continuation of 
the extensive articles by Hardy is of particular merit. 
Another excellent article deals with ambergris and cas- 
toreum.** 


* Chief chemist, Compagnie Parento, Inc. 
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There are two discussions on the theory of 
odors,'* 4 and an article proposing the chemical evalua- 
tion of odor intensity by passing a known volume of 
air through the odorous substance and then into an 
alkaline permanganate solution. The amount of reduc- 
ing substances obtained indicates the odor intensity. 


Developments in Analytical Methods 


The pharmaceutical industry has been making ex- 
tensive use in the past few years of paper chroma- 
tography as a specific analytical procedure. It is in- 
teresting to note the application of this delicate pro- 
cedure to our industry. With this method, it is possible 
to detect ethyl vanillin in vanilla extracts as well as 
to separate vanillin from syringaldehyde.** Colored 
esters of the terpene alcohols, namely, menthol, borneol 
and thymol, may be separated by chromatographing 
over alumina.'§ 

Among analytical procedures reported is the estima- 
tion of safrole in sassafras oil by a cryoscopic method’® 
and the estimation of menthol in peppermint oil where 
the importance of using sufficient acetic anhydride is 
emphasized.*° A polarographic method of determining 
the cuminaldehyde content in one gram of cumin seed 
has been published.*! 

The efficiency of Girard’s reagent as a means of 
isolating aldehydes has been reported in a recent 
article.*? Another publication deals with the identifica- 
tion of alcohols as allophatates.** 

The difficulties present in attempts to exercise quality 
control of essential oils and of perfumery synthetics 
from an olfactory viewpoint, were stressed in two 
articles.** 25 Another article discusses adulteration of 
essentials oils and suggests methods of detection.?® 


Flower Oils 


Extractives from flowers are indispensable in the 
creation of fine perfumes. An analysis of floral products 
of Grasse in the years 1938 to 1950 appeared in a 
recent publication.** It seems that although petroleum 
extraction is the process employed by most manu- 
facturers in Grasse, the butane extraction process 
which yields a superior floral oil is gradually gain- 
ing.** *° An Italian patent*® describes the extraction 
of perfume from flowers by passing a current of air 
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over the latter and then absorbing it on activated 


carbon. The perfume oil is then eluted with alcohol. 
Studies have been made on the extracts from Acacia 
farnesiana*? as well as from lily of the valley, lilac, 
glycine and seringa.*? 


Ionone and Irone 


Both Ruzicka and Naves are continuing their studies 
on irone. Ruzicka and co-workers have developed spec- 
ozonolysis** ** and other methods* for the 
study of various isomers of irone. They have also re- 
ported extensive studies on synthetic alpha and beta 
irone and their hydrogenated products.** Isomers of 
irone were likewise studied by Naves*? who reported 
procedures for the synthesis of 3-methyl linalool** and 
its conversion to 3-methyl citral,*° the key material 
for the synthesis of irone. Interest in this important 
material is evidenced by the appearance of a number 
of reviews.*® 4, 42, 43, 44 


troscopic, 
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Alpha Isomethylionone 


Other studies made during the past year were on the 
structure and properties of methyl ionones*® and a 
convenient laboratory method for the synthesis of 
alpha isomethylionones.*® It should be recalled that 
alpha isomethylionone possesses the finest odor of all 
the ionones and methyl ionones. Beta ionone has at- 
tracted considerable attention in view of the fact that 
it is the starting material in the commercial preparation 
of Vitamin A. Darzen’s synthesis as applied to beta 
ionone gives an aldehyde which is used in _ this 
synthesis.*7 

In connection with ionone, it is interesting to report 
the synthesis of 1-dehydro-beta ionone*® and _ of 
4-methylsafranal.*° The epoxide of tetrahydroionane 
has been found to possess a strong camphoraceous 
° Heilbron and co-workers recently synthesized 
the cyclopentyl and cycloheptyl analogs of ionone*®* but 
there is no report of their odor quality. Pseudoionone 
has been obtained by using glycine as a condensation 
catalyst.°? 


odor.® 


Terpenes 
“Speculations on the Biogenesis of Terpenes and 
Related Compounds” was the title of an interesting 


article by Beets.°* The highly unsaturated aliphatic 
terpene hydroc arbon, myrcene, has been the subject of 
several studies. When linalool is dehydrated in the 
presence of iodine, the resultant myrcene appears to 
have a double bond in 1:2 position, while the natural 
product is 2:3 unsaturated.** These conclusions were 
reached through Raman spectra studies. The same 
authors prepared myrcene oxide and myrcene dioxide.®® 
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Myrcene may be produced in large quantities and good 
yields from beta pinene, according to a recent patent.*¢ 

Autoxidation of limonene has led to the formation 
of 8-p-menthene-1,2-diol.*’ and alpha phellandrene gave 
trans-1-p-menthene-3,6-diol.°* Oxidation products of 
pinene and carene were also subjected to an investiga- 
tion.°® When an alcoholic solution of alpha pinene 
oxide is treated with small quantities of sulfuric acid, 
an isomerization occurs yielding the acetal of alpha 
camphonealdehyde as the main product.®° The synthesis 
of 9-p-menthol was carried out and the compound 
dehydrated to 8,9-p-menthene.*! It has been found that 
the semicarbazones of ]-menthone and d-isomenthone 
undergo mutarotation in acetic acid solution. The 
hydrolysis of each derivative gives a mixture of the 
ketones.*? The semicarbazone of d-carvone has 
been found to exhibit dimorphism.**# 


two 
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The only solution for business in a period of uncer- 
tainty is to turn on the sales power full force. Creative 
selling is neither inflationary or deflationary. It keeps 
the economy strong enough to utilize the total man- 
power and this is vital to any defense program.—dAr- 
thur Hood. 
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vice-president; Martin 


The talent behind Revlon Products Corp. Left to right; Charles Revson, president, Charles Lachman, 





Revson, vice-president; and Joseph Revson, treasurer and general manager. 


From an Idea to $20,000,000 


How Revlon Products Corp., founded with a handful of cash and an idea, 


built its world wide wholesale sales to $20 million annually. . . . It 


spends $1,500,000 yearly for advertising and $1,000,000 for packaging 


VICTOR J. DALLAIRE* 


UCCESS in the cosmetic business is largely com- 

pounded of product, package and promotion. All 

these have to be good if you hope to stay around 
and prosper. Even if they are, you've still got a job of sell- 
ing to do in one of the toughest markets conjured up by 
man. 

The past score of years has seen many cosmetic com- 
panies founder because they were not good enough to 
keep abreast or ahead of competition—or meet that ever- 
lasting feminine desire for new and exciting beauty aids. 
The same period also has seen some notable successes, 
not the least of which is Revlon Products Corp., New 
York. 

Revlon is one of the largest cosmetic houses. Overseas 

5 
sales are handled by Revlon International Corp., which 
doesn’t enter into this story except for credit for part of 
Revion’s $20,000,000-plus volume last year. Much the 


* Associate Editor, Printers’ Ink, Published by courtesy of Printers’ Ink. 
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same advertising and selling strategy used at home is 
used to create sales abroad. 

$20,000,000 (wholesale) worth of nail enamels, lip- 
sticks, lotions, etc., is a lot of nail enamels,, lipsticks, lo- 
tions, etc., in anybody’s book, but Revlon has its sights 
set much higher. It counts both on increasing sales of its 
present products and on added income from new prod- 
ucts it is introducing from time to time. 

If you think that the company will fall short of its 
ambition, a quick thumb through Revlon’s 15-year his- 
tory should dispel your doubts. The Revlon Nail En- 
amel Co. (as it was first called) was started with a 
handful of cash and an idea by Charles Revson as presi- 
dent, Joseph Revson, treasurer and general manager, 
and Charles Lachman, vice-president and research di- 
rector. The management line-up still is the same except 
that a third Revson brother, Martin, has come into the 
company as vice-president in charge of sales. 


February, 1951 115 


The idea, a radical one for 1935 when the cosmetic 
business had pretty well gone to pot, was that nail en- 
amel could be sold as a fashion item instead of a mere 
utility product, and that it could be brought out of the 
dime store and sold in class outlets. It was a case of trad- 
ing up and getting a 50-cent item in stores that looked 
down their noses on any enamel that sold for less than 
a dollar. Like it did seem silly to 
many at the time. The country was just winding up its 
worst depression, and many Americans found it tough 
to provide food for their families, let alone pamper their 
womenfolk with finger nails to match their ensembles: 

But former salesman of nail enamels, Charles Revson, 
was right. American women began to buy Revlon’s ex- 
citing colors in preference to the three general shades 
then in use—light, medium and dark. An expert who 
probes into the motives for such things probably would 
say that women took to the new shades as an antidote 
to the dullness of the depression. At any rate, women 
bought Revlon, slowly at first, faster later. They also be- 


so many good ideas, 





Revlon 


ane & ” ver cen 


Revlon 


Displays are a big item in the 


promotion budget. This case for drug 


stores holds a stock of eye makeup. 


gan to change their nail enamels to suit the season, the 
occasion and the clothing. So where one bottle of enamel 
was enough before, the well-turned-out girl had to have 
three or four. 

The cosmetic may know, is never 
static. It consists (with few exceptions) of periodically 
putting out “new and improved” products, each selling 
the previous one out of business. When madam has half 
finished her spring 1950 enamel, she may be a bit put 


business, as you 


out to learn that a new one is de rigeur for summer, but 
most often she'll trot out and buy the new color. That’s 


another factor that helps build volume, and Revlon has 
worked it to its full worth. 

Revlon also put glamour and often topical appeal in 
the names of its new shades. In the long list of Revlon 
shades you come across such gems as Touch of Genius, 
Sweet-Talk, Windsor, Pink Lightning, Cherry Coke, 
Fatal Apple and Bachelor’s Carnation—names that were 
easily remembered, made good advertising copy and 
often provided for clothes designers. The provocative 
shade names are thought up by a committee of age ncy 
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people (currently at William H. Weintraub) and Rev 
lon stylists. 

While Charles Revson has shown an uncanny ability 
to schedule the right products at the right times, Joseph 
Revson has proved himself no less a production and 
financing genius. It was he who guided Revlon financ- 
ing through the difficult early days right up to the pres 
ent. He’s also responsible for keeping production in “a 
with sales. 

Heavy as were the demands on master chemist Charles 
Lachman, he invariably came up with the enamel to 
suit Revlon’s needs after painstaking research and test- 
ing. It was Lachman, too, who helped develop other 
Revlon beauty aids. The line now has 10 major prod- 
ucts and 240 items. Several new products are in the mak- 
ing, but for competitive reasons Revlon would rather 
not say anything about them at the moment. 


Advertising 

Turning back again to 1935 will demonstrate that 
from the first Revlon was a firm believer in advertising 
and promotion. If you look away down at the bottom of 
the Publishers Information Bureau national magazine 
advertising listing for that year, you’ll find Revlon listed 
as having spent $396 for national magazine advertising. 
A tiny sum, but consistent with sales of the year. In 
1936, the PIB listing showed an outlay of $6,987; in five 
years, just after lipstick had been added, the total PIB 
expenditures had risen to $120,000. PIB showed that 
Revion had bought $492,736 worth of magazine space 
in 1949. 

From $396 to $492,736 in 15 years that included a war 
that hamstrung business is only part of the story. Revlon 
is a heavy investor in point-of-sale and cooperative ad- 
vertising, and it’s a firm believer that a top cosmetic 
product should have the best in packaging. Add pack 
aging, point-of-sale, co-op, consumer and trade-magazine 
advertising, direct mail, newspaper and publicity, and 
you'll come to a 1949 outlay of approximately $2,500,- 
000. A million of this went into packaging. 

Just as color plays a major role in Revlon products, 
so it does in advertising. Each new color is promoted to 
the hilt. Magazine ads, counter cards, packages, window 
displays and direct mail proclaim the new colors as they 
come along. Color is one reason that Revlon has never 
gone heavily into radio or black-and-white television. 
But when color television is perfected, you can bet your 
bottom dollar Revlon will be in it. 

Publicity is called on for heavy duty as each new prod- 
uct makes its debut. Releases and samples of the new 
item go to beauty editors of magazines, newspapers, wire 
services, to radio, television and trade editors. Samples 
also go to fashion leaders in important beauty shops. 
Recommendation of Revlon products by beauty shop 
people was a key factor in getting Revlon started in 
1935 and 1936. 

Revlon distribution is direct from the company to 
1,700 department stores, 5,700 of the better drug stores 
and practically all the higher class beauty salons. The 
company keeps an average of 350 demonstrators in de- 
partment stores. These demonstrators abide by the regu- 
lations of the department stores but are paid by Revlon. 
They are trained by Revlon on application and use of 
its beauty aids, on stock-keeping and on selling of re- 
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Color is a sales element fo 
Revlon. Displays in color like this 


one repeat magazine advertisements at 


pr imary 


the point of sale for maximum effect. 


lated items. Many of them are brought to New York for 
their initial training, and all are kept fully informed 
about Revlon product developments and promotion. As 
far as the customer knows, they are employees of the de- 
partment stores. But their hearts are set on selling as 
many Revlon products as they decently can. 


Which type of selling 

Sales chief Martin Revson believes there are three 
kinds of selling. First is what he calls the canned talk 
type. Salesmen using this type usually sell nuts or bolts 
or cigarettes—some product for which there is a constant 
demand and which will sell pretty much according to 
the number of calls made per day. The formula is: The 
more accounts you visit, the more you sell. 

The second type of selling, as labeled by Martin Rev- 
son, is the franchise type. Some companies have fran- 
chised one dealer per town or one dealer per neighbor- 
hood in large towns. The company representative calls 
on these dealers, looks over their stock and practically 
writes the order for them. Mr. Martin, as he is called 
at Revlon to distinguish him from his brothers, thinks 
that opportunities for constructive selling under 
franchise system are limited. 

The third and highest class of selling—the one Revlon 
uses—is described as the executive type of selling. In 
Revlon’s case, the salesman is an advertising specialist, 
a display specialist, a stock specialist and an expert in 
the use of make-up. 

Now, 
trained. 

If you were a candidate for a Revlon selling job, you'd 
probably, but not necessarily, be a college grad in your 
twenties. Some of Revlon’s better men have had experi- 
ence selling other products. One sold parking meters. 
You'd have to demonstrate that you could get along 
with women, have a feeling for style and a sales sense. 
And Revlon wouldn’t take your word for it. It would 
judge you on the basis of psychological examinations 
that would reveal personality debits and credits, part of 
a company program called Psycho Revlon. 

When you got past these hurdles, and if everything 
else was ok: iy, you'd go into a six to nine months’ train- 
ing period. This would include a session in the factory, 
some time in the administrative end of the business, 
training in make-up selling and application, display 


the 


salesmen of this kind aren’t born—they’re 
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work, both in-store and window, and stock control. And 
you would get a thorough grounding in national and 
cooperative advertising because Revlon wants every 
salesman to be an advertising expert. 

The time you spent in training would depend on you. 
The faster you caught on, the faster you would get out 
into the field. There, for two or three months you would 
work with an experienced salesman; then you would be 
on your own. Cosmetic buyers are not prima donnas, 
but they have to be treated with kid gloves. If they filed 
complaints about your work—say you wouldn’t wait for 
them, you were in too big a hurry, or you knocked com- 
petitive products too enthusiastically—Revlon would 
take you aside and try to set you on the right road. Rev- 
lon wants every sales call tailored to meet the needs of 
the store and, within reason, the whims of the buyers. 
If you persisted in your ways, you’d find yourself looking 
for a new job. 

Big as Revlon has grown, it is still a close-knit family. 
The company has district managers in the East, Mid- 
west and Far West, but Martin Revson knows his sales- 
men by their first names and can tell you about where 
they'll be at a given time. He can show you exactly 
where the Revlon displays are located in hundreds of 
department stores, and he can tell you what product is 
displayed. He can give you the detailed accounts of 
hundreds of local promotions and give you the traffic 
count on a thousand windows showing Revlon products. 

A lot of this information he picks up on his numerous 
field trips—his isn’t a desk job. But most of it comes 
from the voluminous reports filed by the field force. The 
salesmen grouse about these reports, but they pay off 
in promotion and inventory control, a pet subject of 
Martin Revson. 


Inventory control 


Sales chief Revson thinks that over-or understocking 
is one of the major plagues of the cosmetic business. 
Several times in pamphlets he’s called on the trade to 
avoid inventory troubles threatening it. In 1947 he 
wrote one called Will the Cosmetic Industry Re-Live 
1938 (when inventories were abnormally high)? In this 
he said: 

“Merchandise is not sold until the consumer asks for 
it. While the manufacturer must realize that selling cos- 
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metics is different from selling soap, cigarettes, tooth- 
paste, or cereals, he should not overlook one thing that 
soap and cosmetics have in common . . . without adver- 
tising there are few sales. 

“Even though Ivory Soap is a household word, 
Procter & Gamble does not depend upon the name Ivory 
alone to sell Ivory Flakes. There is a large advertising 
budget for Ivory Flakes. Too many cosmetic manufac- 
turers depend upon their trade name to sell new prod- 
ucts every year with little or no advertising appropria- 
tion devoted to each new product. 

“A recurrence of 1938 conditions can be avoided . . . 

“If we manufacturers will introduce only those prod- 
ucts that will continue to sell year after year, rather than 
those which start off in a flash and fall flat after their 
first two months on the market. 

“If we manufacturers beware of over-stocking small 
department and drug stores. 

“If the department store with a demonstrator weighs 
the sales possibilities of each new product carefully be- 
fore buying it, even though the item may be returnable. 

“If the druggist who has no trained demonstrator 
(and thus depends upon women asking for new items) 
stocks only items that have consumer acceptance.” 

In essence that is a statement of Revlon policy that 
has guided it in 15 years from a volume that hardly con- 
cerned the excise tax people to one that’s passed the 
$20,000,000 mark. To sell a good product, keep it fresh 
through new refinements from time to time, place the 
right amount of goods in the right places and promote 
unceasingly. 


New Light on Use of Word “Free” 


N THE Unicorn Press case (Docket 5488), the Fed- 

eral Trade Commission took occasion to clarify its 
Administrative Ruling of January 30, 1948 on use of 
the word “free.” 


By way of background, Unicorn Press offered a book 
“free” to respondents to its advertising who remitted 
10 cents for mailing costs. Those who accepted the offer 
were obliged to order a set of the volumes reserved in 
their names and were given the privilege of cancellation 
after examining the first volume. 


The trial examiner recommended the Unicorn Press 
be ordered to cease and desist from such use of the 
word “free.” In rejecting this recommendation in a re- 
lease dated November 3, 1950, Commissioner William 
Ayres expressed the “Opinion of the Commission” in 
part as follows: 

“On January 30, 1948, the Commission issued the 
following administrative interpretation in regard to 
the use of the word ‘free’ to describe merchandise: 

‘The use of the word ‘free,’ or words of similar 
import, in advertising to designate or describe 
merchandise sold or distributed in interstate 
commerce, that is not in truth and in fact a 
gift or gratuity or is not given to the recipient 
thereof without requiring the purchase of other 
merchandise or requiring the performance of 
some service inuring directly or indirectly to the 
benefit of the advertiser, seller or distributor, is 


118 February, 1951 





considered by the Commission to be a viola- 
tion of the Federal Trade Commission Act.’ 

“This interpretation was based upon the experi- 
ence which the Commission has had in dealing with 
the problem as it affects the public interest. It does 
not have the force of law, and was intended only 
to serve as a general guide for the business com- 
munity and to outline the circumstances under 
which the use of the word ‘free’ and words of simi- 
lar import are likely to be misleading. It must be 
applied realistically, and hypertechnical applica- 
tions designed to condemn the use of the word 
‘free’ in advertising under all conditions must be 
avoided. 

“In the circumstances of this case, Volume I of the 
encyclopedia is, in fact, given without requiring 
the purchase of other merchandise. It is true that in 
ordering the first volume the prospective customer 
must also order a full set at the regular price, and 
this may be construed as an act inuring to the bene- 
fit of the respondents. But the order for the full set 
is subject to bona fide cancellation by the recipient 
of Volume I without in any way obligating him to 
return that volume or otherwise to reimburse re- 
spondents. The recipient’s action of cancelling the 
order for the balance of the set after receiving the 
free book can scarcely be construed as a service in- 
uring to the benefit of the respondents, and such 
action effectively neutralizes any benefit which may 
have inured to the respondents from the original 
order. The payment of ten cents is represented as 
being sufficient to cover only the mailing costs and 
there is no evidence to the contrary. On the basis of 
this record, it appears that respondents derive no 
profit or benefit from this ten cents and that it goes 
entirely to the process of delivering the book to the 
prospective customer. Thus it appears that those 
who cancel their orders for the full set actually re- 
ceive Volume I by paying only the delivery costs, 
without being required to purchase other mer- 
chandise and without performing a service which 
inures to the benefit of the respondents. 

“The Commission is of the opinion, therefore, that 
all of the terms and conditions of its administrative 
interpretation have been complied with by the re- 
spondents here, and that Volume I is, in fact, a free 
book and is given without cost or other obligation 
to prospective customers who cancel their orders 
for the balance of the set after receiving the first 
volume. Accordingly, the Commission has not en- 
tered any order against respondents on this charge 
of the complaint.” 


Of particular interest is the Commission’s reference to 
its Administrative Ruling as not having the force of 
law but intended “only to serve as a general guide for 
the business community and to outline the circum- 
stances under which the use of the word ‘free’ and 
words of similar import are likely io be misleading.” 
Also, the Commission’s statement that “applications 
designed to condemn the use of the word ‘free’ in ad- 
vertising under all conditions must be avoided.” 


Counting time is not so important as making time 
count.—James J. Walker. 
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A Century of Essential Oils 


How W. 


J. Bush & Co. Ltd., one of the best known family 


concerns in the world was founded and how it weathered 


wars and grew to world wide proportions in the last 100 years. 


HE grand old essential oil house of W. J. Bush & 

Co., Ltd., of London, England, one of the best 

known family concerns in the world, has especial 
reason to be proud in 1951 of its growth and achieve- 
ments all over the world; for this year marks its hun- 
dredth anniversary and the golden anniversary of as- 
sociation with the company of its chairman, Dr. P. C. C 
Isherwood. Congratulations are flowing into the home 
office of the company from its affliated company in 
New York, W. J. Bush & Co., Inc. 


customers, many of whom have had business relations 


and from countless 
with the concern ever since they began business. 

The history of Bush is one of absorbing interest, for 
many the 


founder and long service is a prominent characteristic 


of the directors are direct descendents of 


of staff records at all levels. Sons like to follow their 
fathers in the service of this organization. 

In a well illustrated centenary album and diary there 
is a message from Dr. Percy C. C. Isherwood, chairman. 
It expresses gratitude to those men who have gone be- 
fore, whose ability and hard work laid the foundation 
upon which the present structure has been erected; sec- 
ond, he pays tribute to all members of the staff both at 
home and abroad—managers, executives and operatives 
alike—each one of whom performs an essential part in 
the Bush organization; and finally he sends a special 
message of good will and thanks to what he terms the 


company’ s business friends—its customers. 
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The founder, William John Bush, was born in 1829. 
To complete his education he became a pupil of 
physician and was afterwards with a firm in Great St. 
Helens. In these years he acquired an interest in botany 
and what in those days was called herbalism and chem- 
istry; and from this interest came the desire to own a 
business of his own. With supreme confidence in his 
ability to run it he founded in Bishopsgate, England in 
1851, the company which bears his name and is now 
known all over the world. 

The founder had always been interested in essential 
oils and allied products which resulted in the develop- 
ment of its essential oil and flavoring products business. 
The business prospered, enabling William John Bush 
after a few years to acquire the firm of Potter & Moore 
which had been founded in Mitcham in 1749. This firm 
had been engaged in distilling essential oils, particularly 
peppermint, lavender and camomile, since 1749. There- 
fore this gives the company title to a history of 202 years 
from which comes its well known trade mark “Ye Oldest 
Essence Distillers.” 

William John married young and as was not uncom- 
mon in those days had a family of three daughters and 
seven sons, six of whom became associated with their 
father’s business. His eldest son, William Ernest, re- 
ceived the title of Baron de Bush from the Duchy of 
Saxe-Coburg and Gotha in recognition of his contri- 
bution to the essential oil industry. He did much to 
further the interests of Bush in all parts of the world. 
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The 


third son, James Mortimer, educated in Belgium 
and Germany and also under the distinguished Prof. Att- 
field in the laboratories of the Pharmaceutical Society 
in London, entered the factory in 1880. Early in his 
career he was made a partner and a few years later be- 
came chairman. 

Very early in the company’s development William 
John built a plant for distilling essential oils in Ash 
Grove, at Hackney, London, which is still the headquar- 
ters of the concern. Here in Hackney where he was born, 
when Hackney was just a residential suburb of London, 
James Mortimer Bush commenced his work with the 
firm and later as chairman guided the destinies of the 
growing business until his death. 


Overseas Development Expanded in 1890 


When William Ernest, Baron de Bush, became head 
of the business after the death of the founder, at the 
age of 60, a period of world wide expansion of the com- 
pany began. In 1890 the growing importance of Sici- 
lian oils led him to establish a factory in Mili, Messina. 
Three years later the first major overseas development 
of the company came when a branch was established 
in Melbourne, Australia and later an office and factory 
were opened in Auckland, New Zealand. 

The growing ramifications of the company made it 
expedient in 1897 to convert the firm into a corporate 
body with limited liability. The Baron became the 
first chairman and his brothers James Mortimer and 
Alfred Walter, became the first joint managing direc- 
tors of W. J. Bush & Co., Ltd. In 1900 a factory was es- 
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Hackney, 
country town in 1851 when W. 


the scene of the present Bush plant, 
J]. Bush & Co., Ltd. 


was a quiet 


was founded 


tablished in Moscow, Russia which prospered until it 
disappeared in the Bolshevik revolution of 1917. 

The growing complications of the business made it 
advisable to employ qualified specialists for each phase 
of the company’s business. The first such appointment 
was made by the directors in 1901 when Dr. Percy C. C. 
Isherwood, PhD., F. R. I. C. joined the company. 

The death of William Ernest, Baron de Bush, chair- 
man, in a railroad accident in 1903 at the age of 42 years 
led to the immediate return of J. M. Bush from Amer- 
ica to assume the chairmanship of the company. As 
might have been expected of so strong a personality he 
went ahead expanding the activities of the company. In 
1906 premises in Grasse, France, were leased for the 
treatment of floral products. In 1912 W. J. Bush & Co. 
(Canada) Ltd. with its head office and factory in Mon- 
treal was established. 

The first World War broke out two years later. 
Throughout the war the organic chemical activities of 
the company were placed in their entirety at the dis- 
posal of the government. During these high pressure 
years Dr. Isherwood became director of the company and 
also director of the associated houses in the United 
States, and the Canadian subsidiary. To meet increasing 
demands he developed a factory for the manufacture of 
chemicals in Widnes, England. About this time James 
M. Bush became chairman of the British Essence Manu- 
facturers Assn. of which the company was an original 
member—a post he held until his death. 

In the chemical field World War I gave the company 
a new impetus. During these years and afterwards it 
pioneered many important chemicals. The plants at 
Ash Grove, Widnes and Mitcham were expanded and 
the overseas units increased their activities. In 1931 a 
large factory, warehouse and offices were built in Jo- 
hannesburg, South Africa and later a branch depot was 
established in Cape Town. 

After World War I younger men were trained to as- 
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sume increasing responsibilities. After suitable experi- 
ence, grandsons of the founder assumed directorial 
powers. In England Hamilton Brinsley, second son of 
Alfred Walter Bush, Eric Lionel, second son of James 
Mortimer Bush and Cecil Ferdinand, son of Ferdinand 
Bush were appointed. In 1942 they were joined on the 
board by A. J. McIntyre who joined the company in 
1919 and was secretary from 1933. 

Montgomery St. Alphonse, a grandson of the founder, 
already treasurer of the Canadian company, became a 
director of the parent concern as did also another grand- 
son, Richard Righton Webb, treasurer of the affiliated 
house, W. J. Bush & Co., Inc., New York. 





Increasing demand for citrus products caused W. J. Bush & Co., 


Inc. to acquire a factory in National City, Calif. in 1913. 
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1893 in 
and a factory and depots in other cities were subsequently added. 


The Australian branch was established in Melbourne 


Alfred Walter Bush died in 1935 and Dr. Isherwood 
then became joint managing director. Ferdinand Bush, 
youngest son of the founder also died in 1935. 


Service in World War Il 


In 1939 World War II broke out. Before the out- 
break of hostilities the company for years had done 
much towards the development of penicillin on the 
nutrient side. In the sulphonamide group of drugs the 
company specialized in the manufacture of acetanilide. 
It had done much also to develop many anti-insect com- 
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J]. Bush & Co., Inc. factory at Linden, N. J. was 
in 1899 with the establishment of the American firm. 
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—puunds used for combating malaria during the war in 
the East. James Bush, whose firm had always had con- 
siderable interests in Italy, felt that providence had been 
as generous to California as it had been to Italy and for 
that reason he enthusiastically pioneered the citrus oil 
industry in the United States. In 1913 the W. J. Bush 
Citrus Products Co. was founded in National City, Cali- 
fornia. 

As he would have wished, James Mortimer Bush died 
in harness in 1941, and Dr. P. C. C. Isherwood succeeded 
to the chairmanship of the company. He became presi- 
dent of the associated American house and of the Cana- 
dian subsidiary. In 1943 he was elected chairman of the 
Association of British Chemical Manufacturers, a posi- 
tion he held until 1945. In 1947 he became president of 
that association, a position he held until 1949. He had 
also become chairman of the British Essence Manutac- 
turers Association in 1941 and has long been a fellow of 
the American Chemical Society. 

Prize medals for good specimens of essential oils were 
awarded the company at expositions in Vienna in 1873; 
Paris, 1875; Sydney, 1878; Melbourne, 1880; New Zea- 
land, 1882; Calcutta, 1883; Amsterdam, 1883; Ant- 
werp, 1886; Barcelona, 1888; Liverpool, 1888; Cologne, 
1889; and Brussels, 1910. 

It is interesting to note that shortly before the turn of 
the century W. J. Bush Incorporated was established 
with headquarters in New York and shortly thereafter 
a factory was erected in Linden, N.J., the president 
being James Mortimer Bush and the treasurer Charles 
Blair Leighton. In 1901 R. S. Swinton was appointed 
head of the Linden factory where he continued until 
his retirement in 1941. 

Richard Righton Webb, grandson of William John, 
after serving in World War I, began his career with the 
company in England. In 1923 he joined W. J. Bush, Inc., 
becoming in 1929 treasurer and general manager, which 
position he still holds. In 1942 he was elected a director 
of W. J. Bush & Co, Ltd. and W. J. Bush & Co. (Can- 
ada) Ltd. thus placing an American on the board of the 
London house. 

Dick Webb has long been well known and popular in 
the industry. He is ably assisted in the east by C. W. Rice, 
director of sales and A. R. Evans in charge of the Linden 
plant; and on the Pacific coast by J. Barrett and W. 
Bradley in charge of the National City, California, plant 
operation. His son Richard is now a senior in Duke Uni- 
versity and hopes in due time to join the company, thus 
becoming the first great-grandson of the founder. 


Business as Usual 


HE words usual or normal are deceptive terms. 

There has been nothing usual or normal about busi- 
ness for the past five years, or twenty-five years or 
hundred years. 

And there can’t be anything usual about the business 
problems created by the pull and tug of buyers’ and 
sellers’ markets influenced by wars and depressions, 
and by the political anxiety created by international 
friction. 

Business is sensitive to political news and jumpy at 
gossip and hearsay. But the market places of America 
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are busier than ever because civilian needs are great, 

regardless of stimulus by war or the rumors of war. 
We have to take the day in our stride, and treat the 

unusual as ordinary but always worthy of our notice. 
The wheels of trade move on regardless of the clouds 


on the horizon. World leaders for centuries have 
opened speeches with the phrase, “In these perilous 
days,” or “In this dark moment in world history.”” The 
world has existed from year to year and crisis to crisis, 
and we have survived and in a clumsy fashion have forged 
ahead as a civilized people. 

We are faced with the atcmic threat, but it is no 
more startling than was the discovery cf gunpowder, 
and no more leaded with the stuff cf good and evil 
than the invention of the printing press or the discovery 
of electricity. 

Let's take a look at the condition as well as the posi- 
tion of our economy in the light of the facts for 1951. 

1. More people are gainfully employed than ever be- 

fore—61 million. 

2. More people are paid more wages than ever be- 
fore. The average weekly wage is $59.02. 

3. There are more consumers now than ever before; 
49 million families, 151 million persons. 

4. More money is being spent by consumers. Dis- 
pcsable income is at the all time high level of 
195.5 billion dollars, an amount which provides a 
generous cushion between a meagre subsistence 
level and a standard of comfort for all. 


5. More goods and services are being produced than 
ever before—at an annual rate of 270 billion 
dollars. 


6. And with all the spending, savings remain high, 
at the rate of 11 billions for 1950 and an accumu- 
lated backlog of 175 billion in personal thrift. 
Private enterprise is holding its own at posiwar 
levels. There are 3,925,000 operating businesses 
while the commercial failure rate lags at half the 
rate of the past 50 years. 

All life from day to day is a risk, and it is accepted 
under the full glare of the sun. Each day in business 
has its hazards and rewards, and we must face them 
with a sense of excitement, meeting new obstacles as 
well as new opportunities. 

What we need at the moment is a confident approach 
to the problems at hand. Confidence, like fear, is con- 
tagious, and both influence the events of tomorrow. 

When people are able to buy what they want, we 
have prosperity. When people buy more than they can 
consume, we have inflation. When they buy only what 
they need, we have a depression. 

Prosperity thrives in a sunny, generous climate.— 
Dun & Bradstreet. 


~~ 


Retail Sales Peak 


ETAIL sales in 1950 on a nation wide basis prob- 

ably reached a new all time high of over $140 bil- 
lion according to Harvey Runner, business analyst of 
the New York Herald Tribune. 

This figure represents a gain of 7.68 per cent over 
the record year of 1948, when sales totalled a little 
more than $130 billion. It’s also 9.24 per cent higher 
than in 1949, the nation’s second best sales year, when 
retail sales aggregated over $128 billion. 
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WHAT THE 


RETAIL BUYERS REPORT 


Beauty Classes to Have Heavy Effect on 
Treatment Sales, Hand Creams Move 


JEAN MOWAT 
Chicago—Cosmetic manufactur- 
ers may expect to receive fan mail 
from the women who are now 
attending career women beauty 
classes to learn how to use cosmetics 


to best advantage for themselves 
and the product. 
Without waiting for lesson two, 


they gripe about the lipsticks that 
break in the middle and then leave 
a nasty smear. It always will happen 
at an important luncheon. They 
like the squeeze bottles but feel 
they are gypped because these are 
not full. How easy it is to put a 
sticker on telling why the contents 
are such and such. After all women 
are not cosmetic manufacturers. 
While the nationally known 
houses are sponsoring these classes 
for career women they are also plug- 
ging their own products. Yet the half- 
price sales are of great attraction. 
Women even ask buyers when the 
next sale will be! Proof of how well 
the manufacturer and his advertis- 
ing have educated women to save 


the taxes and get a bargain. 
These women also want purse 
vials which can be easily refilled 


without loss of a precious fragrance. 
And how does one open a glass stop- 
pered bottle? All these things are im- 
portant to women who are spending 
well for these courses and finding 
them not only interesting but 
highly educational and informative. 


The Masque Moves 


One of the facts which women are 
learning is that a masque, applied 
according to directions, gives a new 
freshness to the skin through its as- 
tringent action and the removal of 
old cells which appear as rough- 
ness. This is an item which buyers 
feel has a place in the cosmetic pic- 
ture, but which is rarely featured. 
On the counter, without a well in- 
formed demonstrator, it means little 
to the average woman, yet she is the 
one that needs it most. 


Deodorants More Important 


Since a shampoo deodorant is 
now offered it has again pointed up 
the importance of this simple rem- 
edy to make the air of any place 
more fresh and clean. Everyone gets 
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behind the idea in summer, yet it is 
not nearly as important in summer 
as it is a MUST for winter. Manu- 
facturers and salesmen have over- 
looked this bet, and retailers are 
equally as negligent in its presenta- 
tion and advertising. 


Foundation Creams Necessary 


Many women who use a cleansing 
cream are not even offered any 
other type at the time of a sale. The 
saleswoman says dreamily, “any- 
thing else, mum?” but she has al- 
ready turned to ring up the pur- 


chase. There is always a place for a 
new foundation. The women in 
these career classes are learning 


about skin protection both in and 
out doors. That there is such pro- 
tective a cream has come as a sur- 
prise to many of the intelligent ex- 
ecutives in the classes. The women 
complain that these creams are usu- 
ally on a table of reduced merchan- 
dise and no one seems to know 
much about them except “you use 
it under the powder” which has ap- 
peared to puzzle some, if not all. 
Women are amazed when told that 
such a foundation gives a smoother 
powder surface, protects against the 
weather and keeps the skin in good 
condition. 


Hands Have It 


All leading Middle West stores 
featured hand creams as the one 
item in the cosmetic line of first im- 
portance. Block’s of Indianapolis 
did a good presentation; Hudson’s 
Detroit found the idea profitable; 
Stix, Baer & Fuller, St. Louis, de- 
veloped a good program of sale; 
Mandel Brothers and Marshall 
Field & Co., Chicago, had a good 
sale with zero waves making hand 
cream imperative. The smart sales- 


women suggested washing one’s 
hands in the cream for best and 
quick results. Naturally two jars 


could be sold, and at half price this 
was a real bargain. 

If the talk about eyes and the 
creams for these has died down in 
some circles there is ample educa- 
tion and training needed to make 
this part of a good cosmetic 
make-up. How far the schools will 
influence the purchase of cosmetics 


Inventories show large number 
of items contributed to high 
Christmas sales. 


Early Easter should cause high 
fragrance sales. 


Buyers are eager for merchan- 
dise. Salesmen have no trouble 
getting appointments. 





during the next six months is any 
one’s guess but it will leave its mark 
in the Chicago area, for women are 
coming to the classes from all 
near-by sections. Eye cosmetics are 
not new, but the women using them 
are new to the idea so that the field 
has hardly been scratched. There is 
ample room for education and its 
results will show, eventually. 


Perfumes for Easter 


Easter perfumes are a must. 
These always carry the lift of re- 
birth and therefore have an impor- 
tant place in the gift item as well as 
for a smart “thank-you” to a hostess. 
In these days of dieting a bottle of 
fragrance is often more favored than 
a box of sweetmeats. 

An early Easter also presages a 
long period of fragrance selling. 
Colognes and toilet waters, stick and 
similar solid perfume forms all have 
a place and it is expected that as 
many women as possible will take a 
vacation this year for the future of 
freedom in selection may be limited. 

In addition to a bottle of fra- 


| grance there are purse vials, as gor- 


geous as one could ask, that buyers 
say are active in sale. But buyers 
want several of these vials, pack- 
aged as a unit to give a woman a 
variety of fragrances. It has proved 


| an aid in cologne selling and Easter 


is the time when such an innova- 
tion can be made and give delight 
and pleasure throughout the sum- 
mer months. These vials can often 
be refilled, although firms that have 
had dram shops are dropping them 
in favor of perfumes packaged in 
drams. Even then the total sale is 
not as large as when the dram was 
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used. With a wave of economy 
sweeping some stores the expense of 
the large bottle plus highly efficient 
personnel was considered too high. 


To Spray or Not to Spray 

It was in one of the largest stores 
in the country where new cases were 
being installed and tiny atomizers 
that had been in drawers were piled 
on the counter. These had various 
colored bulbs and really were gay 
in appearance. Customers stopped 
to look, and then stayed to buy, for 
comments indicated that these were 
really unusual for that store. 


“Oh, we always carry them, ”’ said 


the buyer, “but usually they are 
back there, pointing to a spot back 
of the counter and in a low drawer. 
“I just can’t understand why these 
are moving so fast, all at once. We 
sell them so rarely!” 

Display is still half the sale and 
if your atomizer sales have slipped, 
make sure these are shown to the 
public. A few got into a_post-in- 
ventory sale at Donaldson’s, Minne- 
apolis, and were a sales surprise. 
Even an atomizer for Easter has 
its place together with fragrance, 
hand cream, eye make-up, and a lip- 
stick of such consistency that it 
holds until the end is reached. 


Manufacturers To Cut Salesgirl Gifts, 


Variety Stores 


DON COWLING 

Los Angeles—A bright and shiny 
silver lining is apparent in the dark 
clouds hovering over some _ of 
the smaller toiletries manufacturers 
these days. And that silver lining 
takes the form of the coming cur- 
tailment of lagniappe. We were in 
the toiletries section of one of Los 
Angeles’ better stores the week be- 
tween Christmas and New Year, 
and watched the demonstrator for 
one of the lines demonstrated there 
distributing a gift from her em- 
ployer to every girl in the section. 
‘There are more than a few girls in 
that section; there are, roughly, 
twenty good department stores and 
specialty stores in this area, practi- 
cally all of them with demonstra- 
tors. Add those throughout Califor- 
nia, and then take off across the 
country, and when you reach this 
company ’s head office in New York, 
if you have added up all the girls 
in all the toiletries sections in all 
the stores and set up a gift for each, 
you have a total that would equal 
a fair volume of business for one of 
the smaller manufacturers. 


Gifts Not Appreciated 


How many manufacturers can af- 
ford such an expense, particularly 
when added to the sum of all the 
gifts to buyers? Can any of them af- 
ford it? How m: any bottles, caps, 
and boxes are used in this largesse? 
There will be shortages in the years 
ahead. Maybe this w holesale distribu- 
tion pays off, and maybe manufactur- 
ers have just permitted themselves to 
be crowded into it. Anyway, we pre- 
dict that with this Christmas just past 
such openhandedness has reached its 


peak. We can’t feel that anybody likes | 


it, even the recipients. A good many 
of them feel that (a) it should have 
been perfume instead of cologne. (b) | 
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Push Cosmetics 


a larger size. (c) they should have 
been consulted as to the shade of 
powder most becoming. (d) “Is that 
all? We got much better ones from 
Doakes & Co.” 

For a long time we've been hear- 
ing rumors about the syndicate 
stores going after toiletries. A cou- 
ple of years ago you could have had 
pointed out to you the location 
where one of the chains was to build 
a completely new unit in syndicate 
merchandising, with a street floor 
modelled in accepted department 
store selling architecture, and a toi- 
letries section smack dab by the 
front entrance featuring all the lead- 
ing lines. We haven't seen that yet, 
but we do see syndicate store ad- 
vertising of toiletries lines in the lo- 
cal newspapers. Even though the 
banner reads 5-10-25¢ stores, toilet- 
ries up to 79, 89, and $1.00 are ad- 
vertised. Staples, of course,—call 
items, but it’s a short step to dem- 
onstrators and promotions. 


Sales Silly 


January is the month of sales. Al- 
most everything has been pushed 
aside in Los Angeles stores for the 
treatment line half price sales. Soap 
sales, too, believe it or not, but mer- 
chandise for those was bought way 
back when. We even saw one toilet- 
ries buyer in a Long Beach depart- 
ment store running bristle hair 
brushes at a heavy cut in her Janu- 
ary sale. How sale crazy can depart- 
ment store people get? How long 
will it be before buyers and mer- 
chandise managers alike will look 
back to those grand old days in 
January, 1951, when they piled 
their counters high with merchan- 
dise at—hush—cut prices. 

Buyers are eager for merchandise 
out here now. Salesmen are con- 
gratulating each other on the ease 


| pensive 





with which 
ments with buyers this January. Last 


they got their appoint- 
January it was “See me after inven- 
tory.” This year it’s “Come in first 
thing tomorrow morning.” But alas, 
alrez ady allotments are in order. A 
salesman can still write orders, but 
assured delivery is something else 
again. And buyers know it. Quan. 
tity buying is the rule out here now. 
The Coast is humming. Bombs or 
no bombs, immigration to the Pa- 
cific Coast States is booming, and 
the stores are doing their best to be 
ready for their increased clientele. 
The Pacific Coast is a_ toiletries 
salesman’s Paradise right now. Even 
with a personal bias, we can’t resist 
suggesting that when manufacturers 
start figuring allotments for 1951, 
they allow themselves to plan just a 
little farther for their Pacific Coast 
territories than a hard and fast cal- 
culation on current population fig- 
ures alone. 


Big Christmas Sales 
~~ . . a 
Shown in Inventories 
JEAN ROBERTS 
Dallas—Final accounting has sub- 
stantiated what was indicated early 
in December Dallas cosmetic 
counters did a Christmas business 
even larger than last year. Without 


exception, department stores, spe- 
cialty shops and chain drugs alike 
report the biggest year in their 
history. 


But there are conflicting reports 
on the type of merchandise sold. 
Some stores found a growing accent 
on price with larger numbers of 
low-cost items making up their large 
total while other stores report more 
sales of high priced perfumes—ex- 
dresser sets and the like 
than ever before. 

Clerks seemed to believe that dur- 
ing busy December, enclosures did 
not pull; that counter displays were 
the best sales force with newspaper 
ads a close second. Getting their 
money’s worth seemed to be taking 
on added importance among cus- 
tomers and they were asking clerks 
more questions as to contents and 
effects of products. More and more 
study of manufacturers’ merchandis- 
ing information was needed by the 
sales people. Two departments 
which heretofore have had no gen- 
eral class training for sales personnel 
have started meetings at least once a 


| week. 


| particularly 


Hoarding 

Signs of hoarding are still evident, 
during the January 
sales, although the concensus seems 
to be that this has neither increased 
or decreased as the Korean war con- 
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A masterpiece of early Egyptian 
art is this bust of Queen Nofretete 
.. among the earliest to skillfully 
use cosmetics. 
A pioneer in the introduction of 
tube- packaged cosmetics, Sheffield today 
produces collapsible tubes of brilliant finish 
and design for virtually any product of soft 
or creamy consistency. For tubes that better 
protect and better promote your product... 
for tubes produced by master craftsmen... 


order Sheffield Process collapsible tubes. 


THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES: NEW LONDON, CONN. 
SALES OFFICES: NEW YORK «+ CHICAGO «+ LOS ANGELES 





It’s a stand-out. It’s most unusual. 


A NORDA ORIGINAL always stands 


out. 


Unique products sell. Why not plan 
unique products? Use A NORDA 
ORIGINAL odor to give them a fra- 


grance nobody else offers. 


A NORDA ORIGINAL adds a spicy, 


Nord QJESSENTIAL OIL AND CHEMICAL 


601 West 26th Street, New York 1, N. Y. 


unmatched bouquet to modern toilet 
goods and cosmetics. It’s subtly excit- 
ing to women. They love it. They love 
to buy it. 


Test A NORDA ORIGINAL. Get 
samples that may give you smart new 
product ideas. Send to Norda, first 
ever to talk sales scents. Just ask for 
the smell that will sell. 


COMPANY, INC. 





‘And I named this one A NORDA ORIGINAL © 
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GO 
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tinues. Most stores have instructed 
their clerks to discourage such 
hoarding in as subtle a way as pos- 
sible by assuring customers that an 
ample supply of everything is avail- 
able. Quantities of soaps are prom- 
inently displayed as well as other 
items that became during 
World War II. 

January has been a month of sales 
in both chain drugs and depart- 
ment stores concentrating on the 
more standard items as opposed 


scarce 








IV cologne. Sales there on Dorothy 
Gray cream, Tussy tissue and hand 
cream and Frances Denny creams 
have produced many customers. 
Harris’ also reports selling more one 
dollar stick colognes than ever be- 
fore. Having something for a dolla 
is so rare these days. 

Sanger Bros. department store has 
promoted specials in Tussy, Dorothy 
Gray, Yardley and Rubinstein prod- 
ucts with large sized newspaper ads. 
Results have been unusually good. 
The enlarged space of this store’s 
cosmetic department continues to 
add to business. And the buyer be- 
lieves that more space for counter 
and floor displays add to sales. 


Make Sales in New Orleans. Buyers 


Want No Price Increases 


the luxury items sold during the 
holidays. 

However, one item toward the 
luxury side has done unusualiy well 
at A. Harris & Co.—Faberge’s Act 

Names 
LEE MCKENNON 


New Orleans—A rose by any name 
may smell as sweet, but the buyers 
here are emphatic this month in their 
comments that in cosmetics the names 
can be important. A good example of 
this is Faberge’s “Act IV.”” One buyer 
frankly confessed that she was not in- 


trigued by the name at first but most | 


' 


- 





this source, confuse a freshener with 
an astringent and the word, “sooth- 


ing,” helps overcome this resistance. 
However, both of these products 
are extremely well advertised by 


the manufacturers’ displays and iocal 
advertising, and the buyers say 
these are “the aids that really pull 
the customers. Once the customer is 


>) 


Jinx Falkenburg, famous in radio, television and the movies, made a personal appear- 
ance at Macy’s during the store’s recent lavender promotion which was inspired by Yard- 


ley English Lavender fragrance. 


women are and have been buying ac- 
cordingly. The buyer thinks perhaps 
it appeals to the latent desire in ev- 
ery woman’s breast to be an actress; 
whatever it is the name definitely 
pulls. ; 

The same is true on Marie Earle’s 
“Peach Satin Cream.’ Women like 
the name, as well as the pastel color. 
This buyer says she has had infinite 


help from the name, “Essential 
Cream” and “Soothing Skin Fresh- 
ener.” Many women, according to 


& Essential Oil Review 


Yardley sponsors the “Tex and Jinx” 


television show. 


in the store, the packaging, names 
and colors help. 
Markdowns were the 
thought in the buyers’ minds when 
they “could forget inventory—which 
by the wz ry is a little heavy this year 
due to optimistic buying here. Ex- 
cellent reports were noted on the 
Helena Rubinstein’s combination of 
Hormone cream and oil, marked 
down from $6.00 to $3.50. The 
buyer thinks this will bring steady 
sales as women are already buying 


uppermost 











which 
from a 


size bottles of the oil 
tried for the first time 


i large 
they 
markdown counter. 


Francis Denny’s 20 
counter is crowded and doing a 
brisk business. However one buyer 
thinks instead of the blanket 20 per- 


percent sale 


cent, a few items of a line marked 
at half price tend to draw better 
and induce more sales of the full- 
priced items of the treatment. 
There is no doubt about it, the 
buyer thinks the manufacturer is 
smart to offer reductions at this 


time, feeling he will reap a reward 
through converted customers. 
Comments on_ increased 
were numerous. The buyer 
appreciates instances where 
manufacturer writes that he is 
sorbing the increase, instead of rais- 
ing the price. She feels that there is a 
strong customer resistance to any 
price increase just now, since most 
wages have not jumped in this town, 
and that women will tend to buy in 


pl ices 

truly 
the 
ab- 


much greater volume where the 
price is not raised. 
Although fitted containers have 


not sold well, women love the plas- 
tic jars and bottles for the creams 
and lotions therein and are de- 
lighted with their pastel colors and 
light weight. The fact that they are 
unbreakable is a big drawing fac- 
tor. One buyer feels that a possible 
reason for the slow sale of fitted 
cases is that the manufacturer seem- 
ingly has not tried to match the ex- 
terior of the case to modern-day 
luggage. Such tying-in would be a 
big help, it is suggested. 

Tussy came through with an ex- 
cellent plan, according to the buy- 
ers here. Their package of cosme- 
tics was very attractive and the plan 
of selling the customer any single 
item, from the shelf that she might 
like in the packaged group, was ex- 
tremely profitable. The customer 
seemed delighted that she could 
break up the package to get a lip- 
stick, while actually the sales girl 
simply drew on the stock-on-hand 
and drew repeatedly. 

Random buyer comments: Pastel 
colors are drawing very well both 
in the container and the cream or 
lotion. Buyers would like more dou- 
ble packaging, such as lipstick and 
powder together, or cream and 
hand lotion. Buyers feel that much 
of the packaging could be made even 
more feminine to a great advantage, 
especially deodorants. Matching the 
name of the perfume to the pack- 
aging is considered a smart draw- 
ing point, for example Tussy’s Mid- 
night in its misty blue wrappings; 
and Blue Grass’s blue-green on 


pink. 
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Post-Christmas Inventories Show Large 
Sales in Expensive Gift Items 


MARY LINN WHITI 

Cincinnati—This city’s cosmetics 
merchants settled down to their in- 
ventory work with happy memories 
of the biggest Christmas season they'd 
known. There were total sell-outs in 
more than one line, and the usual 
treatment lines didn’t suffer as the 
sales of gift items boomed. Price had 
been no barrier in many of the better 
perfumes and dresser sets. Business 
continued better than usual in early 
January, though part of this was due 
to the annual reduced prices on lo- 
tions and creams. 

Part of the boom was attributed to 
attractive Christmas packaging and 
part of it to the world situation, for 
consumers reason that there’s no 
chance for a reduction of tax now 
and they may as well have what 
they've been doing without. 

All the name scents sold well in 
cologne and perfume, and one store 
was surprised (Shillito) when buyers 
—not last-minute ones, either—walked 
out with perfumes priced at $20 up. 
Items in the $2 to $5 bracket did very 
well at Shillito, and the familiar dol- 


lar and $1.65 items went like a flash. | them too perishable. 


Both Revlon and Rubinstein Christ- 
mas gadgets disappeared from the 
counters at once, and Arden boots, 
Dana purse perfumes, the Coty bells, 
and Tussy snowmen went soon after. 
Solid colognes rushed out at McAI- 
pin’s; a “dollar bar” of gifts at this 
store as well Alms and Doepke, 
paid off. 

Men’s lines had their biggest year 
here, indicating a growing trend of 
cosmetic gifts for men. One store was 
left with only two kits by Shulton; 
Shulton and Courtley led the pack. 
Soaps sold well as gift items. 

There still was no resistance to 
price rises, though an Elmo represen- 
tative said that her price cuts and a 
bit of advertising had increased her 
business (at The Fair) out of all pro- 
portion. 

So far, the heavy emphasis on the 
wearing of pink in apparel has had 
no noticeable effect in cosmetics 
shades: women still prefer true red 
here. 


Valentine promotions are light and | 


buyers are not stocking hearts-and- 
cupids packages, as they 


Reduced Price Sales Prove Popular, Beauty 
Columnist Helps _ Hair Treatment 


MAGGIE FLEMMING 

Buffalo—The slow Christmas 
buying reported last month carried 
right through till the week before 
Christmas—the predominant percent- 
age of all Christmas purchases being 
finally crammed 
just preceding the holiday. 

At J. N. Adam’s, the purch: ase of 


better know n perfumes far surpassed 


last year’s tally for this same period. 
Among those most in demand were 
Tabu, Chanel, Dana, Faberge and 
Guerlain. The packaging of Coty’s 


preparations was held accountable | 


for their being the packaged gift 
preference over all other lines, at this 
store, with Revlon gift sets making 
second place. 

Post-holiday reduced-price sales at 
J-N’s proved tremendously popular, 
the leaders in the lineup being 
Tussy’s wind and weather lotion, 
Rubinstein’s estrogenic hormone 
twins, Harriet Hubbard Ayer’s hand 
cream, Dorothy Gray's estrogenic 
creams, Revlon’s Aquamarine soap 
and lotion, and Velvet of Roses by 
Barbara Gould. Hair prepara- 
tions maintained their regular pace, 
doing their usual volume to swell 
the monthly totals. 


Reduced price sales wonderfully | 
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into the five days | 


exceeded the net achieved by those 
of a year ago. It is thought that the 


anticipation of even greater price 
rises than those now in effect was 
responsible for the increase. The 


more popular lines were Milkmaid, 
Denny, Rubinstein, Barbara Gould 
and Dermetics. 

At the moment, a big Rubinstein 


promotion on the New Hue Slant is | 


being conducted at Hengerer’s. Un- 
der the direction of Rod Barron, a 
special Rubinstein representative, as- 
sisted by 
Buffalo women were being shown 


how Rubinstein eye cosmetics drama- | 
tize and beautify the eyes to an in- | 


triguing capacity. 

Hengerer’s had an interesting ex- 
perience with Restor, the $1.50 liquid 
that enhances hair that is too 
bleached, stubbly, coarse, dull, etc. 
It was advertised and generally all- 


around “‘pushed” in the usual fashion | 


that usually produces worthwhile re- 
sults—but on this item, promotional 
efforts were all to no avail. Suddenly, 
a local beauty columnist publicized 
the merits of this product in her 
column, and the buying that resulted 


was amazing—particularly consider- | 


ing the failure of earlier sales tactics. 
A constructive New Year’s thought, 


consider | 


two Rubinstein associates, | 








wheedled from Mrs. Paulette French, 
Hengerer’s toiletries buyer, suggests 
that perfume sales could be greatly 
accelerated if the Fragrance Founda- 
tion, as a group, presented a series of 


institutional ads in various news- 
papers across the country, their mes- 
sage geared toward increasing the in- 
terest, understanding and multiple 
uses of perfume, thus improving the 
sales potential tremendously. 


Hair Color and Treat- 
ment Lines Move Well 


JANE KENDALL 

Pittsburgh—Hair coloring seems 
to be making big progress in Pitts- 
burgh, judging from the number of 
stores which are running promotions 
on the color products. The Thrift 
chain is buying a lot of newspaper 
space to push Tintz shampoo color- 
ing and the Sun Drug Stores keep 25 
cent packages of Nestle Colortint 
capsules in prominent displays on 
their counters. Also featured by the 
Sun chain are the Parker Herbex hair 
treatment products. 

Tying right in with the interest in 
hair preparations is the Pittsburgh 
Press, whose beauty editor has run 
several articles on hair preparations. 


Treatment Products 


Horne’s department store featured 
Estee Lauder cosmetics in a recent 
promotion helped by Miss Estee 
Lauder, who made a personal ap- 
pearance in the store for two days, to 
boost sales. Cold weather here has 
aided sales of hand creams and treat- 
ment lines and many stores are now 
featuring them. Gimbel’s has been 
promoting the Elizabeth Arden line 
with a great deal of success, especially 
with Ardena Eight Hour Cream for 
chapped skin. The cream sells for 
$2.00 plus tax but has been moving 
very well. 

Max Factor’s World of Beauty 
hand lotion is featured in the Rexall 
stores here in two sizes, nine ounces 
for $1.30 and six ounces for $1.10. Al- 
though the smaller size has sold well 
to office workers buying on impulse 
during the cold days, the large size has 
not been far behind. The squeeze bot- 
tle on this item makes it very easy to 
use and builds good will for repeat 
purchases. 

Dial soap sells around here for two 
complexion size cakes for 27 cents as 
against two bath size cakes for 37 
cents elsewhere. The soap is being 
promoted as a complexion item very 
successfully during the winter. 
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Hudnut men’s line 


RICHARD HUDNUT is expanding its 
line of men’s products to include 
brushless and lather shave creams, 
shave lotion, cologne, cream hair 
dressing and deodorant cream. 
Prices range from 60 cents to $1.00. 


NULLO will spend nearly a million 
dollars in all media to expand the 
market for its chlorophyll deodor- 
ant pills, according to Willis A. 
Diekema, president of the De Pree 
Co., Holland, Mich., maker of the 
pills. Three sizes will be featured, 
the original bottle of 30 tablets re- 
tailing for $1.25, the six tablet con- 
tainer for 29 cents and a new fam- 
ily size of 100 tablets at $2.95. 


SIMPLE NAMES are being substi- 
tuted for the previous non-descrip- 
tive names on Revlon’s rouge line. 
In a move to make it easier for cus- 
tomers to match rouge and lipstick, 
the firm has cut the number of 
shades available from nine to six 
and has renamed the shades after 
the color casting ranges they cover. 
Names of lipstick are not affected; 
they continue as before. 


STRAW HAT SPRAY by Faberge is a 
cylindrical bottle of Faberge Straw 
Hat cologne with a daisy-petalled 
atomizer, both packaged in a mini- 
ature florist’s gift box. The set re- 
tails for $2.50. 


SCENT FROM HAWAII, made by C. H. 
Brown & Co., Honolulu, T. H., has 
added cologne at $15.00 per bottle 
to its line. Each bottle contains a 
real flower of the same fragrance as 


& Essential Oil Review 


RE-USABLE 


the cologne. The bottles are rec- 
tangular and packaged in clear 
plastic sleeves so that the flowers 


can be seen when the packages are 


on display. 


COMPACT with com- 
pressed powder is being promoted 
by Helena Rubinstein in view of 
the metal shortage. The gold-col- 
ored container is equipped with 
springs that press back to release 
the used powder cake and grip a 
replacement. The top of the case 
contains a mirror and leaves space 
for a small powder puff between 
the powder and the mirror. The 
compact retails for $2.00 plus tax 


and refills sell for 75 cents plus tax. 





Jean Naté shave lotion 


AFTER-SHAVE LOTION by Jean Naté, 
Inc., New York, features a dress 
shirt front as a label for the bottle. 
The lotion sells for $1.50. 


GUERLAIN has introduced a king 
size version of its French soap 
which is available in four frag- 
rances. The bath sized cakes retail 
from $3.00 to $6.00 for a package 
of three depending on_ the 
fragrance. 


BRIGHT FLIGHT is the label on the 
newest Chen Yu promotional pack- 
age. A butterfly shaped card in 
bright colors holds a lipstick, sam- 
ple bottle of nail lacquer and sam- 
ple bottle of Fluid Cloudsilk 
makeup. The new package will be 
shipped in April. 


AGIVG ald PROMOTIONS 





Zut gift package 


zuT for Easter is a new gift package 
of Schiaparelli Zut cologne and 
miniature of perfume. Selling for 
$5.75, the container is a mauve and 
green box. 


CRYSTALLIN FINISH is a feature of 
the Peggy Sage line of nail polishes 
for 1951. Reportedly a new type of 
color blending and new method of 
formulation, the finish is claimed 
to have greater endurance than 
other products. The new polishes 
retail for $1.00 a bottle. 


PREMIUM OFFER by Colgate-Palm- 
olive-Peet is a simulated pearl 
necklace for users of Palmolive 
Soap. The necklace offer is being 
promoted by a coast-to-coast adver- 
tising campaign using 105 Sunday 
newspapers and national maga- 
zines. 


NINA RICCI perfumes, distributed by 
Jac queline Cochran, Inc. has added 
Fille d’Eve Eau de Toilette to its 
line. The new toilet water will be 





New Nina Ricci product 


on sale in March in sizes from one 
ounce to 16 ounces costing from 
$2.25 to $18.00. 
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8 out of 10 say it’s best for 
FLAVOR 
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Yes, more than 80% of all 
the lemon oil used in the 
United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 


Exchange Lemon Products Co., Corona, Calif. 


The American Perfumer 









Flavors 


Sweetness and Molecular Structure 


A discussion of the complex problem of the relation- 


ship between sweetness and structure . . . Theories 


of sweetness . . . Analysis of sweetening agents 


TTHE general problem of the re- 

lation of taste sensation and 
molecular structure has certainly 
not been elucidated, although we 
can place compounds in certain 
large categories. For instance, we 
know that acids usually taste sour; 
some salts are salty in taste though 
others are bitter; most glycosides 
are bitter, (that is glycosides in the 
sense of those isolated from plants 
like the digitalis and strophantin 
groups and not in the sense that su- 
crose may be considered a glycocide) 
and most alkaloids, for instance, 
picrotoxin, strychnine, and brucine 
are very bitter; many carbohydrates 
are sweet. 

The special relationship of sweet- 
ness to structure has proved to be of 
unfailing interest and is, in all 
probability, a more complex prob- 
lem than the other taste sensations 
with the possible exception of the 
bitter taste sensation. 

It was mentioned in a previous 
paper in this section that no ade- 
quate theory of the relation of 
sweetness to structure has been 
evolved and it was pointed out that 
much of the development in this 
field has been accidental. We do, 
however, have considerable knowl- 
edge of the structure of certain 
sweet compounds and the sweetness 
or lack of sweetness of compounds 
derived from or related to such 
known sweet compounds has often 
been evaluated. This will be con- 
sidered in greater detail. 


* Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn 
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MORRIS B. JACOBS, 


PH.D.* 


It would be indeed interesting to 
review the physiology and the anat- 
omy of taste sensation but this in it- 
self is a large topic and has relatively 
recently been reviewed by A. T. 
Cameron in his pamphlet on The 
Taste Sense and the Relative Sweet- 
ness of Sugar and other Sweet Sub- 
stances which has been issued by the 
Sugar Research Foundation and to 
which the reader is referred. It 
should be noted that this publica- 
tion does not discuss the artificial 
sweeteners. 

One factor of great interest in 
taste physiology is the range and 
variability of taste perception as 
judged in different individuals. We 
know well and accept without ques- 
tion that individuals vary in visual 
acuity from zero vision to what one 
might consider better than normal. 
In an analogous manner we under- 
stand that there are marked differ- 
ences in the ability of individuals in 
hearing. Yet it is often difficult to 
get people to accept that fact that 
there are such marked variations in 
taste perception. 

One experiment that illustrates 
this point vividly is to arrange a 
taste panel for phenylthiocarba- 


mide: 
¢ \ rt zi 1 : os 
ll 
s 


It will be found that to three or four 
persons out of ten, this compound 
appears to be tasteless. The others 
consider phenylthiocarbamide to be 
bitter. 





The bitter taste seems to be asso- 
ciated with the 
—NH-C-NH., or -NH-C—=NH 


S SH 
group, yet thiourea, H,.N—C-NH,, 


S 
or thiocarbamide, itself, is nauseat- 
ingly sour and urea or carbamide, 
H-,N-C-NH,.,, is slightly bitter. A 


O 
derivative of phenylthiocarbamide, 
namely, p-—ethoxyphenylthiocarba- 
mide 


H,C,0 _\-m - j - NH, 


s 


is also bitter to most persons but it 
is also tasteless to some persons. 
The related compound, p-ethoxy- 
phenylcarbamide 


H,C,0 <_\ NH - ¢ - NH, 
4 


or.as it is much better known, dul- 
cin, in which an oxygen atom is 
substituted for the sulfur atom is 
very sweet to all persons. 

As mentioned there have been a 
number of theories of sweetness 
postulated. Thus some 50 years ago 
Cohn suggested that certain groups 
carried the sensation of sweetness, 
for instance NH 


Fs 
Cc 
AN 
COOH 
Such groups he termed duligens. 
Cohn introduced a general idea of 


2 
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sapophoric groups for all taste sen- 
sations. 

Later Oertly and Meyer, J. Am. 
Chem. Soc. 41, 855 (1919), sug- 
gested that sweet compounds con- 
tained two groups which he named 
glucophores and auxoglucs in anal- 
ogy to Witt’s theory of color in 
which the presence of chromophore 
and auxochrome groupings are pos- 
tulated. The glucophore segment 
had the power to form sweet com- 
pounds; the auxogluc was the seg- 
ment which formed the sweet com- 
pound when combined with the 
glucophore. Thus a grouping such 
as CH,OH-CHOH- was a gluco- 
phore which when combined with 
an auxogluc like -CH,OH formed a 
sweet compound like glycerol. 

Attractive as this theory was it 
was soon realized that it failed to ac- 
count for the sweetness or lack of 
sweetness of many compounds let 
alone accounting for the extraordi- 
nary sweetness of such compounds 
as saccharin and dulcin, which were 
well known then. 


Difficulties Encountered 
The difficulties that have to be 
surmounted in presenting any 
theory that will account for the re- 
lationship of structure and sweet- 
ness are many for not only the 
groups present are important but 
even their arrangement is very im- 
portant. For example, saccharin, as 
we all know is very sweet but pseu- 
H 
a fr 
oN nH “SNH 
soy sO, 
Saccharin Pseudosaccharin 
Sweet Not sweet 
dosaccharin, which is isomeric with 
saccharin, is not sweet. Alpha-ala- 
nine, CH,CHNH,COOH, is sweet 
but its isomer beta-alanine, 
CH,.NH.CH.COOH, is not sweet. 
Leucine, another alpha-amino acid, 
(CH,),CHCH,CH (NH.)COOH, is 
sweet but its isomer, CH,CH,CH- 


anilla 


beans 
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(CH,)CH (NH.)COOH, 1s bitter. 
Another striking example is given 
by 4-nitro-2-toluidine and 2-nitro-4- 
toluidine. The former is sweet 
while the latter is slightly bitter. 


NO, NH, 
NH, O, 
CH, cH, 
#-Nitro-2-toluidine 2-Nitro-4-toluidine 
Sweet Very slightly bitter 
Saccharins 


It has been shown that the sweet 
taste of saccharin is attributable to 
the anion. The alkali and alkaline 
earth salts of saccharin are sweet. 
Indeed the sodium and ammonium 
salts are sweeter than saccharin, it- 
self. However, the salts of saccharin 
formed with heavy metals are 
usually astringent. It is also known 
that if the benzene ring of saccharin 
is substituted the sweet taste of 
saccharin is generally reduced and 
some of the compounds formed 
have a bitter taste. The sweet taste 
of saccharin is also lost if the sulfi- 
mide ring is opened or if the imide 
hydrogen is replaced by some other 
group than the alkali metals men- 
tioned above. 


Dulcin Derivatives 


A number of p-alkoxypheny- 
lureas to which group dulcin be- 
longs are sweet. If a derivative is 
prepared in which the terminal 
NH, group is substituted the sweet 
taste is not retained. It was men- 
tioned in a previous paper in this 
section that the principal of vinol- 
ogy, that is the substitution of a 
vinyl linkage in the chain, seemed 
to apply to this group of compounds 
since sweetness was retained. 

One might think that taking two 
sweet compounds and combining 
them to form one compound might 
increase the sweetness but this ap- 
parently does not work, for saccha- 
rin-2-p-ethoxyformanilide is not 





sweet nor is saccharin-6-dulcin. On 
the other hand dulcin does appear 


to have a synergistic action on 
saccharin for when both of these 
compounds are used together as a 
sweetening agent, the apparent 
sweetness is greater than an additive 
function of the sweetness contrib- 
uted by each component of the mix- 
ture. 

Alkoxyaminonitrobenzenes 

The difference in the sweetening 
power of the alkoxyaminonitroben- 
zenes is profound. For example, 
1-n-propoxy-2-amino-4-nitrobenzene 
is 19 times as sweet as the homolo- 
gous methoxy compound, the for- 
mer being 4,100 times as sweet as a 
1% sucfose solution and the latter 
being 220 times as sweet as a 1% 
sucrose solution. The propoxy com- 
pound is about 12 times as sweet as 
the ethoxy derivative, twice as sweet 
as the allyloxy analogue, 4 times as 
sweet as the n-butoxy homologue, 
and 7 times as sweet as its isopro- 
poxy isomer. 

Compounds belonging to the 
nine other groups of the alkoxyami- 
nonitrobenzenes are without taste 
with the exception of those belong- 
ing to the 1-alkoxy-2-amino-6-nitro- 
benzenes for these are slightly bitter. 


Sulfamates 

After it was discovered that the 
salts of N-cyclohexylsulfamic acid 
were sweet, the relationships to 
other compounds was checked. It 
was noted that the sodium N-phe- 
nylsulfamate, the unsaturated ana- 
logue, had only a sweet aftertaste. 
On the other hand sodium N-n- 
hexylsulfamate, which, as the origi- 
nal investigators point out, can be 
considered as sodium N-cyclohexyl- 
sulfamate in which the ring has 
been opened, is not sweet. This in- 
dicated that the reduced ring, that 
is the cyclohexyl ring, was necessary 
for the sweet taste, but the free 
N-cyclohexylsulfamic acid has only 

(Continued on page 137) 


READY FOR YOUR LIBRARY 


Volume Ill of this monumental werk 


THE ESSENTIAL OILS 


Vol. Ill, by Ernest Guenther, Ph.D., 777 pages, illustrated and in- 
dexed, cloth, 6 x 9 inches, $12.00. 

In this third volume, the author begins a group on individual 
oils. The monographs describe the oils of the plant families 
Rutaceae (with special emphasis on the very important citrus 
oils) and Labiatae. 


ORDER TODAY FROM 


MOORE PUBLISHING CO. (Book Dept.) 


9 East 38th St., New York 16, N. Y. 
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Fatty Acids for Soap Manufacture 


Fatty acids, though rather expensive, offer a quick and 


easy method of making soap 


. Soap made from 


fatty acids has better appearance and longer shelf life 


HERE is no doubt that one ol 

the modern trends in soap man- 
ufacture is the use of fatty acids in- 
stead of natural oils and fats for 
high grade soap productions. At 
present, plant limitations and rela- 
tively high prices rule out the pos- 
sibility of this replacement taking 
place in the immediate future. 
There is, however, little doubt that 
such a change will be effected 
when the economics of fatty acid 
production are improved. Already, 
of course, fairly widespread use is 
made of fatty acids in the manufac- 
ture of liquid soaps, speciality 
soaps, textile soaps, metallic soaps, 
etc. 

The advantages of employing 
pure fatty acids instead of glyc- 
erides can be summarized as 
follows:— 

1. Modern distilled fatty acids, 
even those derived from inferior 
fat stocks, are white in colour or at 
least very light in colour, odourless 
and uniform in quality. The solid 
acids are usually available in very 
convenient forms, such as slab, 
flake, bead and powder, packed in 
cotton bags or wooden barrels, and 
the liquid acids in aluminum 
drums or tank wagons. The soaper 
when ordering quantities of a 
given acid, such as a high grade 
distilled stearic acid, knows that its 
titre, saponification acid and iodine 
values will from consignment to 
consignment only differ within 
fractions of a degree or maybe just 
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Paul I. Smith 


one or two degrees. Colour, which 
is usually based on the Lovibond 
test, is only likely to vary within 
very narrow limits, e.g. a good tri- 
ple pressed stearic acid will have a 
reading of Lovibond Red 0.1-0.5 
and Lovibond Yellow 1-2. This 
means that soap production can be 
standardized to a degree not possi- 
ble with ordinary soap manufac- 
ture. It should be remembered that 
apart from the use of single fatty 
acids, such as stearic, oleic, pal- 
mitio, lauric, myristic, etc., there 
are now available distilled mixed 
fatty acids from common oil 
sources, such as coconut, cotton 
seed, soya bean and tallow, etc. 
Some of these can be obtained in 
special grades which have had a 
major proportion of the lower 
acids removed, e.g. coconut fatty 
acids are available with most of the 
caproic, caprylic and capric acids 


removed so as to improve the qual- 
ity of the finished soaps. This fact 
is in itself rather important as the 
short chain acids naturally present 
in coconut fatty acids are suspected 
of causing skin irritation in liquid 
soaps made from coconut oil. Apart 
from the use of straightforward 
fatty acids it is also possible to pur- 
chase hydrogenated fatty acids e.g., 
one well known grade of hydroge- 
nated animal fatty acid has a titre of 
57.0-6.0° C.; colour (514 Lovibond 
column max.) 4 yellow—0.4 red; 
iodine value (Wijs) 1-4 free fatty 
acid (as oleic) 100-103; acid num- 
ber 199-205 and _ saponification 
value 201-207. The low iodine val- 
ues of these hydrogenated fatty 
acids is of interest as it is known 
that this tends to improve the sta- 
bility of manufactured soaps. One 
of the main disadvantages of soaps 
made from straight soya and cotton 
seed fatty acids is their poor stabil- 
ity as reflected in high iodine val- 
ues. To cheapen soap stock needed 
for non-toilet purposes use can also 
be made of split fatty acids which 
have essentially the same composi- 
tions as distilled fatty acids with 
the exception of colour, e.g. split 
coconut fatty acids have a disagree- 
able brown colour as compared 
with distilled coconut fatty acids 
having a Lovibond reading of 1-3 
red and 8-12 yellow. 

2. Soap making with fatty acids 
is easier, quicker and more econom- 
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ical than when using natural fats. 
Apart from saving time and steam, 
the manufacturer is also able to ef- 
fect an important economy in al- 
kali consumption. 

3. If white, odourless fatty acids 
are used in soap making the ap- 
pearance of the finished product, 
liquid and hard soap, will be 
greatly improved. Perfumery ingre- 
dients are not so liable to deteri- 
orate in fatty acid soaps and the 
shelf life of toilet soaps is 
increased. 

4. Fatty acids have a long stor- 
age life and the liquid acids, which 
at one time were considered to be 
rather unstable and liable to take 
on a disagreeable brown colour, 
will not darken in colour or show 
any undesirable changes if stored 
in aluminum drums or tanks. It is 
contact with iron which usually 
causes discolouration of fatty acids. 

In conclusion it is important to 
stress the great advantage of using 
only the finest fatty acids for toilet 
soap manufacture, the higher the 
degree of purity and freedom from 
such bodies as poly-unsaturated 
fatty acids (frequently present in 
oleic acid) the greater the stability 
of the finished soap. 


Industry News 

Soap Companies Refused New 
Trial on Pricing Charges 

The Federal Trade Commission 
has ruled that three soap compa- 
nies charged with unlawful price 
discrimination are not entitled to 
new trials merely because a trial 
examiner who began hearings in 
the cases was retired on account of 
age before they were completed. 

The ruling was made in cases in- 
volving Lever Brothers Co., Procter 
& Gamble Co. and Colgate-Palmol- 
ive-Peet Co. It represented a rever- 
sal of the ruling of trial examiner 
Earl J. Kolb granting trial de novo 
to the companies after he was ap- 
pointed to complete the cases on 
the retirement of trial examiner 
Randolph Preston, before whom 
the hearings had begun. 


Soap Assn. Issues New Home 
Management Pamphlet 

The enterprising Assn. of Ameri- 
can Soap & Glycerine Producers, 
Inc. has issued an eight page pam- 
phlet “A Clean, Clean House, Ear- 
lier than You Think.” The thesis 
is that efficient upkeep of home fur- 
nishings not only adds longer life 
but gives the homemaker added 
time for patriotic and other duties. 
It gives room by room notes on 
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housekeeping jobs and how to or- 
ganize the important ones into a 
definite pattern. The pattern it 
shows may be speeded and made 
pleasant by the use of efficient 
equipment plus the right cleaners 
for the right job. Another feature 
is a comprehensive discussion of 
soap and detergent facts to aid 
homemakers in choosing types of 
products best suited to their indi- 
vidual washing and cleaning needs. 


Canadian Soap Makers Show 
Interest in Rosin 


Canadian soap manufacturers 
purchased only small amounts of 
rosin in 1949 and the first half of 
1950 but are showing new interest 
in the market, because of the rise 
in tallow prices. A large company 
in Toronto, which dropped rosin 
from its soap formula, is reported 
to desire a specialty rosin for one 
of its brands. Other major soap 
companies also are seeking rosin, 
but they use the wood product, 
which importers find difficult to 
obtain. 


Wide Sheets Make Best 
Premium Survey Discloses 


Industrial Surveys Co., which 
made a 4500 family national sur- 
vey to find out premium prefer- 
ences, found that out of 250 pre- 
miums listed a pair of double sized 
sheets is the most popular. A pair 
of double sized sheets was 70% 
ahead of the next most popular 
premium. The data has been made 
available to companies which use 
premiums in their sales work. 


Medical Assn. Approves 


pHisoHex Name 


The name pHisoHex as the 
shortened form of pHisoderm with 
hexachlorophene has been  ap- 
proved by the Council of Pharmacy 
and Chemistry of the American 
Medical Assn. The product is an 
antibacterial, sudsing, emollient 
synthetic skin detergent. Originally 
introduced as a potent antiseptic 
detergent for surgical scrubs in hos- 
pitals it is also widely prescribed 
for patients by dermatologists and 
is used for the prevention of cross 
infection in hospitals and homes. 


Lever Bros. Co. Introduces 
Color Freshener for Lux Flakes 


Lux Flakes is introducing color 
freshener, a formula that allows 
colored materials to renew their 
exact colors and whites to stay at 
their original shade with every 
laundering according to the Lever 
Bros. Co. 


New Soap Builder 


HE new water soluble cellulosic 
compound, sodium cellulose sul- 
phate, is now being evaluated as a 
detergent additive. Its useful func- 
tion is the prevention of redeposi- 
tion of soil which has been removed 
from the fabric by the detergent. In 
this respect it is similar in action to 
sodium carboxymethycellulose or 
sodium cellulose glycolate which is 
now being incorporated in amounts 
up to 10 in synthetic detergents. 
Sodium cellulose sulphate _ is 
available in the form of a light tan, 
dense, free flowing powder which is 
soluble in both hot and cold water. 
This soluble cellulose is being of- 
fered in two grades, medium and 
low viscosity types. The medium 
lies in the viscosity range of 300- 
1000 centipoises, and the latter in 
the range of 20-70 centipoises, both 
in 2% aqueous solution at 20 de- 
grees C. The pH of a 1% aqueous 

solution is 6-8. 

Of importance to the soap man- 
ufacturers contemplating using so- 
dium cellulose sulphate or S.C.S., 
are the following facts:— 

1. The compound is readily solu- 
ble in water. 

2. It is inert and non-toxic. 

3. It possesses unusually good sta- 
bility and can be stored at either 
high or low humidities. 

4. At or above pH 11 the viscosity 
of S.C.S. solutions is decreased to 
about 25-35% of its original 
value, otherwise alkalies have no 
effect on the cellulose com- 
pound. It is highly resistant to 
hydrolysis. 
Medium viscosity sodium cellu- 
lose sulphate is able to tolerate 
inorganic salts and the low vis- 
cosity type is completely unaf- 
fected by them and all reasona- 
ble concentrations. 

6. Sodium cellulose sulphate is 
readily compatible with glycer- 
ine, gelatine, water soluble gums 
and all perfuming ingredients. 


or 


Lavender Soap Perfumes 


B* using different proportions of 
artificial and natural lavender 
oils and spike lavender oil it is pos- 
sible to formulate soap perfumes 
suitable in cost for any grade of soap 
from a liquid osap to the most 
expensive toilet soap. Many manu- 
facturers rely on the lavender com- 
pounds developed by perfume sup- 
pliers specifically for use in soaps, as 
the formulation of lavender com- 
positions which will give satisfactory 
results in soap bases is achieved only 
by perfumers of long experience 
with the problem.—Schimmel Briefs. 
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THIS YEAR... MAKE A BETTER 


SUN TAN PRODUCT 
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Sun Screening & Perfuming agents combined! 


Just mix Sunaromes with the base you prefer .. . 
water-gum, water-alcohol, or even water alone. You 
can also use a cream base, mineral oil, fatty oil, etc. 
It’s the Sunaromes that make them effective sun screens 
...and scent them so attractively. The protection is 
positive . . . and there is no problem of skin irritation. 


WRITE TODAY FOR 
COMPLETE DATA, 
FORMULAS & SAMPLES 
WITHOUT OBLIGATION 
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SPECTRAL TRANSMISSION 


® SUNAROMES completely screen out harmful rays of the 
sun between 2900-3100 angstrom units. 


¢ SUNAROMES permit sufficient of the actinic rays to 
reach the skin for a beautiful and healthful tan. 


* SUNAROMES combine a perfect and tested sun-screen 
and a wide choice of perfumes, soluble in all media, for 
easy and simple manufacture. 


* SUNAROMES are economical to use. 


* SUNAROMES are non-irritating to the skin and stable 
in the finished preparation. 


SUNAROME Trade Mark 
Registered U. S. Pat. Off 





AROMATICS - PERFUME BASES - ESSENTIAL OILS 


ELTO CHEMICAL COMPANY, INC. 
599 Johnson Ave., Brooklyn 6, N.Y. 
PLANTS: Brooklyn, N. Y.« Los Angeles, Cal. + Montreal, Que. + Paris, France 
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theres more toa 
than meets the nose 


Every fine perfume is a scientific as well as an artistic achievement. 

For the research chemist is continually providing the perfumer with finer and more 
varied materials that broaden the scope of his creative efforts. 

Among the many materials from the Givaudan 


laboratories which represent years of untiring research is 
AMBRETTOLIDE L1.G. 


Typical of the musky-amber note which characterizes oil 

of ambrette seed, but without the limitations of the natural oil, this 

synthetic lactone is destined to be the leader 

of a new cycle in creative perfumery. Its deep floral tone, its purity, continuity 
and tenacity of odor enable the perfumer to vary 

the effects as in a musical harmony; while its vitalizing and harmonizing 


power is the answer to many a problem of fixation. 


Greater L Distinction through 


ivaudan-| )elawanna. 
Inc. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Detroit + Chicago + Seattle « Los Angeles + Montreal - Toronto 
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Soap Makers Study Defense Problems 


Economic changes discussed at the annual meeting of 


the Association of American Soap and Glycerine 


Producers in New York on January 31 and February | 


rpouxE problem of serving the best 
orale of the United States in 
the coming year entered into al- 
most every activity at the 24th an- 
nual convention of the Assn. of 
American Soap and Glycerine Pro- 
ducers at New York’s Hotel Plaza 
Jan. 31 and Feb. 1. In addition re- 
ports of the Associations different 
divisions told of excellent progress 
by the industry during the past 
year. 

In the opening address on the 
morning of Jan. 1, E. W. Wilson, 
vice-president of the association 
and vice-president of Armour & Co. 
welcomed the members to the con- 
vention, outlined the activities of 
the group, and reviewed the major 
problems encountered by soap 
manufacturers during 1950. Stating 
that the year divided into two 
parts, before and after Korea, he 
said: “In the first six months, com- 
bined sales of soaps and synthetic 
detergents as tabulated at our As 
sociation office reached a total of 
one billion 628 million pounds, 
which was a little over five percent 





ROBERT K. NEWCOMB 





Industrial Soap Division consisted of (left to right) J. C. Harris, moderator George Pe 
kins, J. L. Brenn, M. L. Sheely, and R. E. Hauber. The session was very well attended. 


above the year before. After 
Korea, the situation changed 
sharply. Combined sales of soap 
and synthetic detergents for the 
second six months of this year were 
ane billion 880 million pounds, an 
increase of 18 percent over the sec- 
ond six months of 1949.” 


Paul Hoffman speaks at the annual dinner which climaxed. the convention. Seated on 
either side of him are (left to right) Niles Trammel, president of the National Broad 
casting Co.; J. J. Babb, president of Lever Bros. Co., Bishop C. K. Gilbert and Roy Peet. 


& Essen ial Oil Review 


P. J. Stomberg, vice-president of 
the A. C. Nielson Co. followed Mr. 
Wilson’s speech with a talk on the 
information on soaps gained in 
1950 from his company’s bi-monthly 
audits of 1800 retail grocery, grocery 
combination, and country stores in 
the U.S. Mr. Stomberg showed the 


E. W. Wilson, vice-president of the group, 
welcomes members to the 24th annual con- 


vention as Arthur Upgren looks on. 
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B. F. Flynn of the Pacific Soap Co. discusses 
the Glycerine situation with W. G. Werner 
of the Procter & Gamble Co. 


trend in food store products from 
1940 to 1950 and indicated the 
steady rise in dollar sales, broken 
only by a slight levelling tendency 
in 1949. He forecasted that tonnage 
sales of food store items will con- 
tinue to show only small gains over 
last year while dollar sales as a result 
of higher prices will show rather 
large increases and that unusually 
high consumer income, during the 
early part 1951 at least, will have 
a positive bearing on food store 
sales and food prices. 

Mr. Stomberg pointed out that 
while tonnage sales had risen in line 
with those of other grocery store 
products, dollar sales of soap had 
not risen as much as those of the 
other products. He added, however, 
that cost-per-pound figures derived 
from dividing total dollar sales by 
total tonnage sales can not be used 
to measure price trends because the 
composition of the soap market has 
changed. Many people have shifted 
since 1940 from bar to package 
soaps and more recently the syn- 
thetic detergents have captured a 


G. A. Wrisley of the Allen B. Wrisley Co. 
greets Vice-Admiral Joel T. Boone before 
luncheon the first day of the convention. 
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E. W. Wilson greets B. F. Flynn, retiring 
member of the association’s Board of Direc- 


tors at the Directors meeting on Feb. 1. 


substantial share of the market. 
Then, using data gained by the 
more accurate method of averaging 
retail prices, he showed that, using 
1940 as a base period, the prices of 
packaged laundry soap were 49 per- 
cent higher, toilet soap 40 pesca 
higher, whereas food prices gener 

ally were up 117 percent and the 
cost of living was up 75 percent. 
He added that although the ex- 
pansion of soap advertising has 
been substantial it is well below 
the increase in dollar sales, 87 per- 
cent versus 121 percent. 

In closing, he discussed quality 
of products and said “I sincerely 
believe, and experience with many 
products bears me out, that contin- 
ued success of a product can be as- 
sured only if its quality is equal 
to or better than the best competi- 
tors have to offer. You cannot af- 
ford to relax on the quality of your 
products.” 

Arthur R. Upgren, professor of 
Economics and Finance at the 
University of Minnesota then 
spoke on the economic outlook for 


Lawrence Flett pauses to answer a question 
following his speech on the industrial 
application of synthetic detergents. 


1951 and predicted a six to eight 
percent inflation in wholesale 
prices and an eight to ten percent 
rise in the cost of living. 

At luncheon G. A. Wrisley pre- 
sided and introduced Vice-Admiral 
Joel T. Boone, former Inspector- 
General, Navy Medical Activities, 
who spoke on medical care in the 
Korean war. 


Specialty Soap Division 

R. H. Young, division chairman 
and president of the Davies-Young 
Soap Co. presided at the meeting 
of the Specialty Soap Division in 
the afternoon. The feature of the 
meeting was a symposium on con- 
centration of liquid soap for use in 
dispensers with J. L. Brenn, presi- 
dent of Huntington Laboratories as 
moderator. Speakers were W. T. 
Ingram of New York University 
and Modern Sanitation magazine, 
Martin Peters of Moore Bros. Co., 
Dr. H. E. Harding of National 
Dairy Products Research Labora- 
tories and Mr. Brenn. Following 
the symposium was the business 





Jervis J. Babb listens attentively as Paul G. Hoffman of the Ford Foundation hears about 
the entertainment at the banquet from E. W. Wilson, vice-president of the association. 
The scene was the banquet in the hotel’s Grand Ballroom on the night of February 1. 
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Roy Peet and W. G. Werner learn about 





the advantages of cotton clothes from Miss 
Jeannine Holland, 1951 Maid of Cotton. 


meeting at which A. G. Peck, Peck’s 
Products Corp., was elected chair- 
man. 

N. N. Dalton, Association Glyc- 
erine Consultant presided and re- 
viewed the glycerine situation at the 
Glycerine Division meeting which 
ran concurrently with the Specialty 
noon of Jan. 31. Mr. Dalton reported 
Soap Division meeting in the after- 
that glycerine production in 1950 
reached an all time record of over 
220 million pounds, compared 
with 1949 production of 194 mil- 
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The fashion show of washable cotton clothing presented by the National Cotton Council 


for the members’ wives drew a large attendance from male convention goers as well. The 
show was held in the Grand Ballroom of the Hotel Plaza the afternoon of January 31. 


E. Scott Pattison, executive vice- 
president of the G. M. Basford Co., 
agency for the Glycerine Division, 
reported that despite the present 
demand for glycerine the associa- 
tion’s advertising and promotion 
program was being continued for 
the long range values of broader 
product understanding. Following 
these reports officers for the com- 
ing year were elected. The new 
chairman is A. W. Chubert with 
C. C. Oliver as vice-chairman. 

At 4:00 p.m. Miss Jeanine Hol- 
land, 1951 Maid of Cotton, was 





R. H. Young, Specialty Soap Division chairman and president of the Davies-rouny svap 
Co., poses with M. J. Peters of Moore Brothers Co. and J. L. Brenn at the Specialty Soap 
Division meeting on the afternoon of January 31. Mr. Young is chairman of the division. 


lion pounds and that glycerin pro- 
duction constituted 39 percent of 
all polyalcohol production during 
the past year. Mr. Dalton’s report 
analyzed the poundage of glycerine 
and each of the other polyalcohols 
used by the various industries. 

Dr. Carl S. Miner, Jr. of the as- 
sociation’s laboratories reported on 
glycerine research during 1950. 
The program, started 22 years ago, 
concentrated on studies of alkyd 
resins and ester gum reactions, sol- 
ubilities of sugars in glycerine so- 
lutions and esterification reactions 
of glycerin with stearic acid. 
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presented to the members, their 
wives, and fashion editors in a 
fashion show of an all-cotton ward 
robe. 


Second Day 


On Feb. 1 the members of the 
association attended a_ breakfast 
given by the True Story Women’s 
Group. Afterwards N. S. Dahl, 
general manager of the John 
P. Stanley Co. presided at the 
meeting. G. A. Wrisley reported on 
the group’s cleanliness promotion 
activities. Working on a budget of 
$30,000 in 1950 the cleanliness pro- 


motion group provided material 
for newspapers, magazines and ra- 
dio without charge and had tre- 
mendous success in_ publicising 
cleanliness. An eight page pamph- 
let put out by the association 
through newspapers and other me- 
dia had a circulation of over 35,- 
000 copies immediately after it was 
first offered and repeat orders con- 
tinue to come in. In the field of 
cleanliness in schools, the group 
has been working with the Na- 
tional Education Assn. on a survey 
of school cleanliness facilities. The 
association’s board of directors has 
increased the cleanliness promo- 
tion budget to $70,000 for 1951 in 
recognition of the success of the 
program. 


Fats and Oils 


Ralph S. Trigg, administrator of 
the Production and Marketing Ad- 
ministration of the U.S. Depart- 
ment of Agriculture and president 
of the Commodity Credit Corp. 
spoke on the fats and oils outlook 
for 1951, saying that the U.S. is in a 
much better position than it was 
ten years ag obecause since 194] 
this country has changed from a 
net importer to a net exporter of 
fats and oils with a gain of over 
2.5 million pounds of production. 
He added, however, that we could 
expect shortages in some imported 
specialty oils because of declines in 
normal imports resulting from the 
international situation. According 
to Mr. Trigg there is no present 
need for the sort of Government- 
industry fat salvage program which 
was carried out during the last 
war. John W. McCutcheon, con- 
sulting chemist on special assign- 
ment with the Department of Agri- 
culture spoke on possible expanded 
industrial uses for tallow and 
grease. 
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Lawrence H. Flett, director of 
the New Products Division of Na- 
tional Analine Division of Allied 
Chemical & Dye Corp. spoke on the 
industrial application and outlook 
for synthetic detergents, saying that 
the soap industry in the future is 
likely to be hampered by a declin- 
ing supply of fats and fatty acids 
and that a great deal of research 
will be necessary raw materials, 
new products and new uses for 
present products. 

At luncheon Jervis J. Babb, pres- 
ident of Lever Brothers Co., pre- 
sided and introduced Gen. W. H. 
Harrison, administrator of the De- 
fense Production Administration, 
who spoke on the function of the 
Defense Production Administra- 
tion and on the role of industry in 
the defense effort. 


Officers Elected 


At the afternoon business meet- 
ing elections were held for officers 
of the association. Neil H. Mce- 
Elroy, Procter & Gamble Co., was 
elected president; E. W. Wilson, Ar- 
mour & Co., vice-president for the 
Mid-West; E. M. Finehout, Los An- 
geles Soap Co., vice-president for 
the Far West; Nils S. Dahl, John T. 
Stanley Co., treasurer; and Roy W. 
Peet was elected Association mana- 
ger and secretary. The post of vice- 
president for the East was left 
open. A meeting of the Board of 
Directors followed the business 
meeting. 


Industrial Soap Division 

George Perkins, division chair- 
man and president of Perkins Soap 
Co., presided at the meeting in the 
afternoon of Feb. 1 and introduced 
Dr. J. W. Perry, professor at Mas- 
sachusetts Institute of Technology, 
who spoke on new uses of indus- 
trial soap and synthetic detergents. 
Following the speech a quiz panel 
of four experts answered questions 
submitted by members of the indu- 
stry. The panel consisted of M. L. 


Sheely, Armour & Co., J. L. Brenn, 
Huntington Laboratories; J. C. 
Harris, Monsanto Chemical Co.; 


and R. E. Hauber, Procter & Gam- 
ble Co. Mr. Perkins was reelected 
chairman of the division and R. O. 
Trowbridge was elected  vice- 
chairman. 


Annual Dinner 

The association’s annual dinner 
was held in the Grand Ballroom 
of the Hotel Plaza at 7:30 P.M. and 
was preceded by the President's Re- 
ception. Speaker at the banquet 
was Paul Hoffman, director of the 
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Ford Foundation and former direc- 
tor of the Economic Cooperation 
Administration. 
the group was entertained by 
Guy Lombardo’s orchestra, Dinah 
Shore, Eddie Cantor and other stars 
provided jointly by the American 
Broadcasting Co., C ‘olumbia Broad- 
casting System, Mutual Broadcast- 
ing System and National Broad- 
casting Co. 


Sweetness and Molecular 


Structure 
(Continued from page 130) 
a lemon-sour sweetness. If the imide 
hydrogen was replaced by organic 
groups such as methyl, ethyl, or cy- 
clohexyl, the derivatives formed 
were not sweet-tasting compounds. 

\s a result of their work, Aud- 
rieth and Sveda, J. Org. Chem. 9, 89 
(1944) concluded that the sweetness 
of the N-substituted sulfamic acids 
was limited to those derivatives 
formed in which a cyclohexyl ring 
which may or may not have a sub- 
stitution and a free hydrogen on 
the nitrogen, that is an imide group, 
are present, namely, R.NH.SO,.OX 
compounds in which represents 
any salt forming group. 
Stereochemical Effects 

The variation is sweetness attrib- 
utable to difference in structure of 
isomers has been noted but even 
more baffling is the great variation 
of sweetness in stereoisomers. The 
syn form of 5-benzyl-2-furaldoxime 
is 700 times as sweet as sucrose but 
its anti isomer is only 100 times as 
sweet as sucrose. The anti form of 
perilla aldehyde is very sweet 
whereas the syn form is not sweet at 
all. 

It is clear that though chemists 
have considerable data on _ the 
sweetness of compounds whose 
structure is known and that this 
sweetness and structure can be co- 
related within given groups of com- 
pounds, the relationship between 
the groups themselves has not been 
established. It is, of course, possible 
that some of the published state- 
ments need verification. This is a 
field, indeed the entire field of taste 
is one, which needs full investiga- 
tion. Our thoughts in this field 
have been so tightly bound to the 
classical physiology of half a cen- 
tury ago that we find it increasingly 
difficult to free ourselves from those 
concepts. 





According to the U. S. Dept. of 
Agriculture, Production and Mar- 
keting Division, frozen concen- 
trated orange juice now accounts 
for 19% of total purchases of orange 
products. 


Following dinner 


Book Reviews 


PERFUMERY SYNTHETICS 
AND ISOLATES. Paul Z. Bedou- 
kian, Ph.D. Cloth covers, 488 
pages, D. Van Nostrand Co. 1951 
Price $7. 


This carefully compiled volume 
will be welcomed throughout the 
industry because it supplies a gen- 
uinely felt want for authoritative 
data on perfumery synthetics. The 
work, the author explains, is not 
intended to be an academic trea- 
tise. It contains the history, chem- 
istry, physical and chemical prop 
erties, manufacture, uses and other 
pertinent data of the principal per- 
fumery compounds; and covers the 
important perfumery synthetics. 
The books are a must in the library 
of chemists in the perfume and fla- 
vor industries. In the introduction 
the author presents a terse but ade- 
quate outline of the scientific de- 
velopment of the perfume industry. 
Some of the more important ana- 
lytical methods employed in the ex- 
amination of perfumery synthetics 
and isolates are given in the con- 
cluding pages; and all of the pro- 
cedures described are standard 
methods used in the industry. Fol- 
lowing the description of chemical 
methods of analysis, physical meth- 
ods of analysis are given. A com- 
plete index adds to the value of 
this useful book. 





SCHIMMEL REPORT ON ES- 
SENTIAL OILS, AROMATIC 
CHEMICALS AND RELATED 
MATERIALS, 1947-1948. Heavy 
paper covers, 6x9 in., 125 pages, 
illustrated. Schimmel & Co. 1951 
Price $3. 


The latest Schimmel Report cov- 
ering two years offers the usual 
painstaking record of scientific and 
commercial developments, research 
and other information in the field 
of essential oils and aromatic chem- 
icals during the years of 1947 and 
1948. The book follows the general 
plan of previous issues in using a 
clear alphabetical arrangement. A 
foreword to the essential oil section 
draws attention to the more out- 
standing developments covered 
does a similar foreword to the sec- 
tion dealing with research on aro- 
matics. Also included is a miscel- 
laneous section covering some re- 
search on sources of essential oils, 
a brief summary of work done on 
the biogenesis of oils, reports of new 
methods of analysis and a summary 
of recent developments in odor per- 
ception. 
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Hints for Improving Production 


How better workmanship, higher production and better personnel 


relations may be obtained by regular and thorough maintenance. . . . 


A check list of suggestions. ... New and improved equipment 


EGULAR and thorough main- 
tenance, sometimes known as 
“good housekeeping,” means better 
workmanship, higher production, 
more perfect personnel relations 
and top quality work in any plant. 
When this is done systematically 
with a well-worked out procedure 
insuring that nothing has been 
overlooked production control is 
made easier, inspection work im- 
proves, materials and supplies are 
more easily conserved, time is 
saved, accident hazards are elimi- 
nated, fire protection is improved, 
cleaning costs are reduced and 
morale is increased. 

In the paragraphs to follow is a 
maintenance check list made up 
through combination of the most- 
often used and best features of a 
number of such check-lists as used 
by cosmetic and other manufactur- 
ing companies throughout the 
country; a list which can serve as 
an excellent guide for any plant 
management by modification to 
suit its individual needs. 


Building 


1. Keep walls clear of un- 
planned storage of wire, fittings, 
rags, etc. 

2. Remove notices, posters, etc., 
from walls and keep only on cen- 
trally-located bulletin boards. 

3. Vacuum cleaning of walls at 
least every three months has been 
found best procedure. 

4. A check of walls for reflective 
value in illumination at least once 
a year is advisable; and re-painting 
when light reflective values drop 
low is advisable. Most electric com- 
pany engineering departments will 
do this without charge. 

5. Keep floors clean and well re- 
paired. Cracks and breaks in floors 
should be repaired as soon as they 
occur, even under machines. 

6. Make certain machines are 
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not dripping oil or grease on floors; 
if so, provide catch pans. 

7. See that the system for clean- 
ing and rubbish removal is opera- 
ting so that the job is done daily 
and done efficiently. 


Plant Layout 


8. Aisles and passage-ways 
should always be kept clear; paint- 
ing stripes to denote areas in which 
clear traffic is to be maintained is 
advisable. 

9. Check to make certain exit 
areas are always clear; that emer- 
gency doors are operating easily 
and efficiently; that access to these 
exits can always be obtained 
speedily and without chance of 
blocking. 

10. Check all stairways at least 
once a week to make certain no 
structural faults have arisen, that 
they are being kept clear of ob- 
structions, and that all dark areas 
thereon are well lighted. 

11. Drinking fountains should 
be washed and cleaned daily and a 
system of self-maintenance by em- 
ployees made a part of the plant 
routine. 

12. Dispensers of bottled drinks 
and confections should be set in 
areas where congestion will not af- 
fect plant routine. 

13. Safety installations should be 
inspected at least once a week for 
assurance that they are in operating 
order as well as for cleanliness. 

14. Fire- protection equipment 
should always be accessible. 

15. Fire extinguisher contents 
labels should be inspected at every 


maintenance routine and _ kept 
fresh. 
16. Fire - protection equipment 


should be included in the main- 
tenance cleaning routine of the 
plant. 

17. Every major unit in the plant 
should have a maintenance record 


card and this card, or a tally-sheet, 
taken along on every maintenance 
check-up. 

18. Dirt and dust accumulations 
should be removed from machines 
daily and a thorough and complete 
inspection made at least once a 
week. 

19. Equipment painted surfaces 
should be checked at least once a 
month to make sure paint still pro- 
tects metal surfaces in preservation 
and provides glare-proof surfaces. 

20. Floor bolts of machines 
should be checked at least once a 
month; for loose bolts can result 
in excessive vibration with resultant 
damage and _ possible accident 
hazards. 

21. Power leads to each unit of 
equipment should be checked on 
every routine maintenance check 
and when the slightest sign of wear 
appears should be immediately 
replaced. 

22. Guards on equipment should 
be checked not only for rigidity and 
appearance but given a close exam- 
ination to detect the source of pos- 
sible future breaks . . . and repairs 
made IMMEDIATELY when these 
are discovered. 

23. The maintenance check 
should also include all tools and 
small units and these should be 
checked not only for their own con- 
dition but to make certain no one 
has slipped into the habit of leaving 
them around on machinery and 
heavy equipment. 

24. A thorough check to make 
sure that no employee has acquired 
the very bad habit of leaving things 
lying around on machinery and 
equipment should be a part of every 
maintenance check-up routine. 

25. “A place for everything and 
everything in its place,” should be 
a rule in every organization. 

26. The maintenance check-up 
must also take into account whether 
or not the people in the plant itself 
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re kept aware of their part in day- 
to-day maintenance of every piece 
of equipment they are using. 

27. Provision should be made fo1 
the discovery of broken, worn and 
obsolete tools and equipment and 
a record of these made for imme- 
diate replacement by the depart- 


ment in charge. 
General Maintenance 


28. Every maintenance check-up 
should make certain that there are 
plenty of receptacles for scraps of 
all kinds at different points in the 
plant and that these are being used. 

29. Used rags and waste should 
be removed promptly for washing 
and reclaiming as they always con- 
stitute fire hazards. 

30. At least once each six months 
all electrical circuits should be 
checked closely and re pli wements of 
any worn parts or wiring made im- 
mediately upon discovery. 

31. Out-of-season equipment 
should be checked when idle (i.e. 
air conditioning in winter, heating 
units in summer) as this is the idle 
time at which to make needed main- 
tenance repairs. 

32. A regular check-up of storage 
areas is advisable to make sure light- 
ing and protective equipment are 
in order and that good storage pro- 
cedure is being followed therein. 

33. Outside of buildings should 
be checked for needed maintenance 
work at least once every three 
months.—Ernest W. Fair. 


Patching Glass Lined Equipment 


For patching glass lined reaction 
containers that are subjected to 
heating and cooling cycles in the 
range from 50 to 275 deg. F. a new 
cement known as Carbo-Fix 6050 is 
offered by the Carboline Co. The 
coefhcient of expansion of the set 
cement is so close to that of the ma- 
terial patched, it is pointed out, 
that prolonged adhesion is assured. 
It is used as follows: Glass is rough- 
ened around the exposed steel with 
coarse sandpaper. The exposed 
steel is then cleaned with a solvent 
or sandpaper and Carboline primer 
3 is applied to the exposed steel 
only and permitted to dry from 
four to eight hours. The cement is 
then prepared by mixing its three 
components, a fluid, a catalyst and 
a powder. The mix is then trow- 
eled one-eigth inch thick on the 
section to be protected and pressed 
down for good contact. The primed 
section of steel is overlapped about 
one inch in all directions. The 
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patch is then allowed to dry at 
room temperatures for 36 to 48 
hours. An infra red lamp may be 
used to speed drying. 


Filtr-Ion Unit 


For removing mineral content 
from compar: atively small amounts 
of water a new and refillable ion ex- 
change unit now delivers frem an 





How the Unit Operates 


ordinary faucet water equal in 
chemical quality to triple distilled 
according to the LaMotte Chemical 
Products Co. The unit is essentially 
a transparent plastic tube filled with 
\mberlite ion exchange resins, 
which is slipped over the end of a 
cold water faucet. It is not intended 
to remove bacteria or impurities 
which are not ionized. 


New Type Guard Rail 


A new type of guard rail designed 
to eliminate wasted time in chang- 
ing guard rail adjustment every five 
feet or so on the conveying line is 
offered by the Island Equipment 





New Guard Rail in Place 


Corp. According to the makers it 
may be adjusted instantly at a cen- 


tral point at either end or any inter- 


mediate position along the conveyor 
line straight section. 


Heat Sealing Irregular Packages 


For heat sealing pliofilm, cello- 
phane and other transparent films 
used for wrapping irregular shaped 
packages, a hand sealer, which is es- 
sentially a light weight heated 
sleeve which may be rolled e asily 
across the surfaces to be sealed is 
announced by the Goodyear Tire 
& Rubber Co. 


pH Meter, Pressure Indicator 


For use as a pH meter, pressure 
indicator, strain analyzer, etc. the 
Analascope is offered by Analytical 
Measurements Inc. It is made to 
measure and indicate any _ phe- 
nomena that can be converted into 
electrical impulses whether static, 
rapidly fluctuating or of high or 
low impedance. “Phe nomena are 
displayed on the screen of a 5-inch 
cathode ray tube. 





Processing Literature 


Continuous platform conveyors 
for small packages, bottles, etc., are 
described in a 16-page illustrated 
bulletin issued by the Chain Belt 
Co. Engineering data is included. 


Rust prevention by means of ¢ 
special inhibiting and sealing ee 
is covered in a catalog issued by the 
Rust-Oleum Corp., which gives sim- 
ple directions for using its product 
under general exposure and other 
special conditions. 


Industrial electronics are ex- 
plained i in a readily understood way 
in a 16-page ¢ catalog issued by the 
Worner Electronic Co. How elec- 
tronics may be applied to numerous 
operations to save time and labor 
and simplify production is shown 
by illustrations. 


Electrodes sense pH in the lab- 
oratory or plant according to a 28- 
page catalog of applications of the 
line of pH electrodes and assem- 
blies offered by the Leeds & North- 
rup Co. Accessories such as buffer 
solutions, chemicals, holders and 
mountings are listed. 


Agitating and mixing equipment 
made by the Patterson Foundry & 
Machine Co. is described in a 32- 
page catalog. Specifications, applica- 
tions and operation data are given. 


A line of adhesives with bonds to 
1,000 psi which means that almost 
anything may be bonded by them 
is described in an 8-page catalog is- 
sued by the B. F. Goodrich Co. 
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New Anaerobic Varnish Has 
Interesting Possibilities 


A material which remains liquid as long as 
a stream of air bubbles through it, but which 
hardens in a few minutes when away from 
air, is reported under experimental investi- 
gation. With properties opposite to those of 
paint, which hardens when exposed to air, 
the new material is able to penetrate ex- 
tremely small cracks before hardening. 

One use proposed for the new anaerobic 
varnish is to eliminate the lock nut needed 
to hold another nut tightly on a bolt. A few 
drops are placed on the threads of the bolt 
just before the nut is screwed on; the plastic 
is said to harden so tightly that very consid- 
erable force is required to remove the nut. 
Another potential use is for sealing leaks. 
The material may be applied to threaded 
joints in pipes, where the liquid penetrates 
into the crevices and then hardens. Also, if 
painted on porous castings, it is said to enter 
the pores and render the casting airtight. 

Needs No Catalyst or Accelerators 

Ordinary varnishes, scientists who devel- 
oped the new material explain, contain some 
solid resin dissolved in a liquid solvent. 
When applied to a surface the solvent evapo- 
rates and the varnish remains as a hard 
layer. Such varnishes are difficult to use in 
some applications, for example, between 
pieces of metal placed closely together. The 
solvent nearest the air evaporates, leaving a 
skin of varnish which seals in the remaining 
liquid so that it cannot escape. This new 
solventless “varnish,” on the other hand, un- 
dergoes polymerization and hardens fully 
without the necessity of any evaporation. 
With other solventless varnishes this is gen- 
erally accomplished by heating, or by adding 
catalysts and accelerators, to speed the proc- 
ess. The new anaerobic varnish reportedly 
remains liquid as long as it is aerated. When 
away from air it solidifies quickly without 


heating or adding catalysts and accelerators. 


Hardening Can Be Speeded 

When two metal strips are coated lightly 
with it and clamped together, the scientists 
claim, the joint will support ten pounds after 
ten minutes. After 20 hours, it will hold 100 
pounds. If still faster hardening is desired, 
the material may be heated, up to 212 de- 
grees F, and solidification takes place in a 
minute or less. Chemists found that certain 
metals, such as copper, iron, and silver solder, 
exert an accelerating action on the hardening 
process, even at room temperature. Therefore 
they can be sealed more quickly than sur- 
faces of glass and mica, which are inert, 
though they, too, can be tightly fastened. 
Paper and fabric also may be bonded to 
themselves and to other materials. 


Nail Polish, the Detective 


Mechanics at the engine overhaul base of 
a large airline are reported using nail polish 
to help prevent serious mechanical failures. 
When an engine is being reassembled, each 
screw connection in the electrical, hydraulic, 
fuel and oils system, is given a dab of nail 
polish. If a connection starts to work loose 
the break in the red stripe can be detected 
at a glance and the connection tightened. 
Nail polish is used because it dries fast, is 
bright in color, and has a handy brush ap- 
plicator. 


University Tests 


Clarify 


Importance of Antibiotics, 


Vitamin B,. in Feeds 


U.S.I. Vitamin B:, Supplement, Made by Primary Bacterial 
Fermentation, Gives Better Growth Response than Pure B:: 
The confusion which has existed in the antibiotic-vitamin B,, field during the 
past year is reported gradually disappearing under the influence of university 


tests and the recent ruling of the Feed Control Officials regarding the nomen- 
clature of these materials. Today, leading animal nutritionists are described 





New Time-Saving Index 
To Government Paint Specs 


In recent aanihe. many changes have been 
made in the government paint specifications 
system. Chief among these has been the 
grouping together of numerous military 
branch agency specifications under one mili- 
tary code as either “MIL” (Military) or 
“JAN” (Joint Army Navy). In addition, the 
government has issued several entirely new 
specifications. 

One time-saver is the National Paint, Var- 
nish and Lacquer Association’s abstract book- 
let on “U. S. Government Paint Specifica- 
tions Circular No. 743.” issued in October 
1950. This booklet includes a table of con- 
tents listed in alphabetical order according 
to the various government agencies. Many 
paint manufacturers, however, request infor- 
mation on a specification by its code number 
only, not knowing which government agency 
has jurisdiction over the specification in 
question. In cases of this kind, there is often 
much time lost in locating the proper ab- 
stract, since the various agencies have many 
different code prefixes for their specifications. 
A new U.S.1. “Key to Government Specifica- 
tions” as abstracted in Circular No. 743 con- 
tains a cross index which enables one to 
identify the new prefixes or codes with the 
proper government agency. As an additional 
time-saver, it gives the designated agencies’ 
addresses from which to procure specifica- 
tions. 


Offer German Patents 
On Synthetic Blood Plasma 


Three German patents useful in producing 
synthetic blood plasma are reportedly being 
released for general royalty-free use in this 
country. The patents relate to the production 
of polyvinyl pyrrolidone, described as an 
essential ingredient in producing synthetic 
plasma. 


Laboratory Safety Manual 


A newly-revised edition of a laboratory 
safety manual, published by a large labora- 
tory equipment manufacturer contains in- 
formation on how to prevent laboratory acci- 
dents; first aid; fire fighting; and legal re- 
sponsibility for providing safety information 
and devices, and laboratory safety equipment. 





as agreeing that the responses obtained from 
vitamin B,2 and antibiotics are entirely dif- 
ferent and the requirements for each should 
be considered separately. 


Where Vitamin B,2 Should Be Used 
Vitamin B,2 should be added to all breeder 


rations at levels so as to supply approxi- 
mately 15 milligrams of vitamin B,2 per ton 





Vitamin Bj2 should be used in conjunction with 
all antibiotics to obtain best results in practical 
rations for poultry, hogs, and turkeys. It also 
improves and maintains a satisfactory level of 
hatchability. 


of finished feed. University tests have shown 
that the addition of antibiotics to breeding 
rations has little if any effect on the hatcha- 
bility of eggs from hens receiving this ration. 
Vitamin By, on the other hand, does a com- 


plete job in improving and 
maintaining a satisfactory level B{@);4- 
of hatchability. 


New ‘Artificial’ Tree 
Yields Natural Rubber 





> 


A new “three-component tree,” represent- 
ing a radical change from standard rubber 
tree propagating in the Far East, promises to 
solve the blight problem on rubber planta- 
tions in the American Tropics. First seedlings 
known for a highly efficient root are budded 
with high-yielding strains. 

Then the top of the tree, which is still sus- 
ceptible to blight, is “made over” by bud- 
grafting on it an entire new cover of resistant 
leaves. This “blight-proofed” tree, designed 
for commercial plantation or farm grove, 
seems to fill all the principal requirements. 











ADVERTISEMENT—This entire 
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CONTINUED 


Antibiotics, 
Vitamin B.,, 


Vitamin B,2 should be used in conjunction 
with all antibiotics to obtain optimal results 
in practical rations for poultry, hogs, and tur- 
keys. A deficiency of vitamin By will seri- 
ously depress any growth response which 
might be produced from an antibiotic. An 
excess of vitamin By», on the other hand, is 
of no benefit and is a loss to the feed manu- 
facturer. Starter, grower and broiler mashes 
should contain approximately 12 milligrams 
of vitamin By2 per ton along with recom- 
mended amounts of antibiotics. 


Vitamin By2 should be used in all calf 
feeds for animals under six months of age. 
It is especially important in milk substitute 
rations for young animals not yet receiving 
any roughage, since the rumen is still inac- 
tive at this early age. 

U.S.I. is the only major producer of vita- 
min Bie feed supplements using a primary 
bacterial fermentation process which is not 
designed for antibiotic production. The prim- 
ary fermentation product produces a growth 
response over and above that given by pure 
vitamin By. It is one of the best products 
for use in breeder formulations for poultry 
and turkeys as well as calf rations previously 
mentioned. 

U.S.L. also has available an antibiotic feed 
supplement containing guaranteed quantities 
of bacitracin. For those feed manufacturers 
who desire an antibiotic and vitamin By2 
supplement, U.S.I. has available a combina- 
tion product. These products have given re- 
sults which are equal or superior to those 
obtained using any other products containing 
antibiotics or vitamin By2 commercially avail- 
able to the feed trade. 


German Technical Reports 


A new bibliography relating to captured 
technology from the German chemical, metal- 
lurgical and process industries has been an- 
nounced. It contains over 2,000 document ref- 
erences with discriptive titles or abstracts and 
includes, in addition to a 6,000 entry subject 
index, author indexes, and cross-indexes with 
O.T.S., British, and U. S. military report 
numbers. 


ALCOHOLS 
Amy! Alcohol (Isoamy! Alcohol) 
Butanol (Normal-Buty! Alcohol) 
Fusel Oil—Refined 
Propanol = Alcohol) 
Ethanol (Ethyl Alcohol) 
Specially ee an regular 
and anhydrous formulas 
Completely Denatured—all regular 
and anhydrous formulas 
Pure—190 proof U.S.P., 
Absolute—200 Proof 
Solox"—proprietary solvent— 
regular and anhydrous 
ANTI-FREEZE 
Super Pyro* Anti-Freeze 
U.S.t. Permanent Anti-Freeze 
ANSOLS 
Ansol* M 
Ansol* PR 


ACETIC ESTERS 
Amy! Acetate—Commercial and High Test 


Butyl Acetate 
Ethyl Acetate—all grades 
Normal-Propy! Acetate 


OXALIC ESTERS 
Dibuty! Oxalate 
Diethy! Oxalate 


PHTHALIC ESTERS 
Diamy! Phthalate 
Dibuty! Phthalate 
Diethy! Phthalate 


OTHER ESTERS 
Diatol* 
Diethy! Carbonate 
Ethyl Chloroformate 


INTERMEDIATES 
Acetoacetanilide 
Acetoacet-ortho-chloroanilide 
Acetoacet-ortho-toluidide 
Acetoacet-para-chloroanilide Aroflat—for special flat finishes 


Radioactive Adrenaline 


Radioactive adrenaline has been synthe- 
sized and is now being used to study effects 
in the body of this important drug which 
increases blood pressure, stimulates the heart, 


| and is involved in transmission of nerve im- 


pulses in a part of the involuntary nervous 
system. Advantages of radioactive adrenaline 
for research are that it permits use of very 
small quantities of the drug, it makes possi- 
ble detection of the radioactive part of the 
drug regardless of changes in the body, and 
it lends itself to detection and identification 
of excretory products, 

First findings of tests made with the radio- 
active drug seem to indicate that adrenaline 
is removed from the blood by the body tis- 
sues, where it is converted into one or more 
new substances differing in properties from 
the original adrenaline. The new substances 
are then released from the tissues back into 
the blood stream where they are picked up 
by the liver and kidney for possible further 
change and excretion. Evidence indicating 
that adrenaline is converted into at least five 
substances in the body has already been ob- 
tained with the aid of the radioactive drug, 
it is reported. 


New Radiation Detector 
Permits Direct Readings 


A new atomic radiation detector, weighing 
less than a pound and about the size of a 
quart oil can, is claimed to permit direct 
radiation readings at a glance. It is described 
as having a self-contained power source. 
Radiation measurements are read from the 
monitor simply by noting the position of a 
pointer as it moves across a graded scale, it is 
reported. 

The instrument is for use by engineers, 
scientists, doctors, and technicians who are 
working with or near sources of radiation, 
and can warn of the presence of radiation in 
amounts much less than those permitted by 
even the most stringent safety regulations, 
according to the engineers who developed it. 
This sensitivity, coupled with a continuously- 
visible indication, will give warning of a 
radiation hazard in an area while there is 
still time to avoid excessive exposure. This 
differs from the type of monitor that is read 
only at intervals, when it may already be too 
a to prevent an overdosage, the engineers 
said. 


PROOGOVUCTS OF 


Ethyl Acetoacetate 
Ethyl Benzoylacetate 
Ethyl Sodium Oxalacetate 


ETHERS 
Ethyl Ether, U.S.P. 


ACETONE — A.C.S. 

FEED PRODUCTS 
Curbay B-G* 
ov -Methionine 
Riboflavin Concentrates 


Special Liquid Curbay* 
U.S.I. Vitamin Bie and 


Vacatone* 40 


Arochem*—modified types 
Arofene*—pure phenolics 


*Reg. U.S. Pat, Off. 


Ethyl Ether, Absolute—A.C.S, 


Antibiotic Feed Supplements 


RESINS (Synthetic and Natural) 


Printed in U.S. A. 


US. CHEMICAL NEWS 


| TECHNICAL DEVELOPMENTS | 


A specific and selective chlorinating agent, 
N-chlorosuccinimide is available now. High 
yields of benzoyl chloride from toluene and 
benzaldehyde from benzyl alcohol are reported. 
It is also recommended for treating contaminated 
water, particularly in small quantities. (No. 649) 


Use of methionine in practical feed formulations 
is discussed in a newly-revised edition of a 
booklet on proteins and amino acids in animal 
nutrition (No. 650) 


A new household cleaner for refrigerators, 
ranges, washers, tiles, and other kitchen and 
bathroom fixtures, is said to remove discolora- 
tions from grease fumes and other similar 
trouble-makers and to offer remarkable resis- 
tance to further yellowing. (No. 651) 


For control of industrial dermatitis, a new medi- 
cated cream described as soothing and stainless, 
is claimed to contain a new quarternary am- 
monium germicide and a greaseless base which 
permits rapid diffusion of ingredients over skin 
while still allowing pores to “breathe.” (No. 652) 


New multi-purpose type aniline inks reportedly 
give superior results on all standard types of 
cellophane, metallic foils, ethyl cellulose, and 
other specialty stocks. This one kind of ink can 
be used for a variety of stocks, instead of buy- 
ing special inks for each type of stock. Fast dry 
and good adhesion are claimed. (No. 653) 


New plastic-faced plywood, described as high 
grade exterior Douglas fir plywood bonded with 
phenolic adhesive and surfaced with a thermo- 
setting resin, provides a glossy surface prac- 
tically impervious to moisture, highly abrasive 
resistant, and having little tendency to check or 
show raised grain. (No. 654) 


To slip a stirrer four inches wide through a one 
inch opening, a new ‘umbrella stirrer’ while 
collapsed can be inserted through narrow- 
necked flasks, bottles, jars, etc., then opened 
wide. Its shape can be altered to produce the 
type of stirring wanted. (No. 655) 


A glass filter paper described as being 5,000 
times more effective than present commercially 
available filters and containing no foreign im- 
ports has reportedly been developed. The paper 
made of glass fibers 1/20th the thickness of 
human hair, is pervious to fungus. Added indus- 
trial uses are expected for the paper because of 
its electrical insulating properties. (No. 656) 
A transparent natural rubber finish to renew 
and preserve indoor and outdoor surfaces can 
be applied to linoleum, furniture, leather, and 
to walls for damp-proofing. It dries dust-free in 
20 minutes and is not harmed by acids, alkalis, 
and soaps, according to the makers. (No. 657) 


A new rust inhibiting weather-resistant coating 
for ship's hulls, decks, superstructure, and ma- 
chinery and for structural steel has a combina- 
tion of aluminum pigments with potassium- 
barium chromate. (No. 658) 


Aroplaz*—alkyds and allied materials 

Congo Gums—raw, fused & esterified 

Ester Gums—all types 

Natural Resins—all standard grades 
INSECTICIDE MATERIALS 

CPR Concentrates: Liquid & Dust 

Piperony! Butoxide 

Piperonyl Cyclonene 

Pyrenone* Concentrates: Liquid & Dust 

Pyrethrum Products: Liquid & Dust 

Rotenone Products: Liquid & Dust 
INSECTIFUGE MATERIALS 

Indalone* 

Triple-Mix Repellents 


OTHER PRODUCTS 

Collodions 
Ethylene 
Nitrocellulose Solutions 
PiB*—Liquid Insulation 
Urethan, U.S.P. 
cee ane 

ivents 


Lj. cS. pNDUSTRIAL CHEMICALS. INC. 


60 EAST 42ND ST., NEW YORK 17, N, Y, 


BRANCHES 


IN ALL PRINCIPAL CITIES 














BBSD Directory for 1951 


The 1951 edition of the Na- 
tional Beauty and Barber Manufac- 
turers’ Association Beauty and Bar- 
ber Supply Dealers Directory has 
been issued. It lists more than 1900 
recognized wholesale suppliers of 
beauty and barber shop equipment 
and supplies. A limited supply of 
the directory is available to other 
than members of the association at 
a nominal charge. 


Miniature Bottle Anniversary 


George Grunberg, president of 
Special Glass Products Co., 10 W. 
33rd St. New York, N.Y. is cele- 
brating the thirtieth anniversary of 
his original creation of novelty con- 
tainers for the perfume trade. It 
was in 1921 that he designed col- 
ored glass vials. Later this was fol- 
lowed by flower designed and novel 
shaped miniatures, a patented in- 
terchangeable screw stopper and 
gold and silver plating on glass. 


Pen Marking Any Surface 


For pen marking on any type of 
surface—glass, pape. cellophane, 
metals, foils—the Vaporite Fynest 
non-leaking, self filling and instant 
writing pen is offered by Time Sav- 
ing Specialties Co. There is no dan- 
ger of smearing ink it is stated and 
it is reported to solve the problem 
of markings rubbing off. Tests the 
company states show that markings 
will stand autoclaving up to 18 Ib. 
pressure, 


Management Consulting 


Harry L. Griffin, formerly gen- 
eral manager of manufacturing for 
the Nestlé Co. Inc. and Earle H. 
Selby, formerly vice president for 
sales for American Home Foods 
Inc. have established the manage- 
ment consulting firm of Griffin & 
Selby, 285 Madison Ave., New 
York, N.Y. 


Antioxidant 2246 


Antioxidant 2246 recently intro- 
duced by the American Cyanamid 
Co. as a hindered phenol type an- 
tioxidant may be valuable in the 
stabilization of animal fats, parafhn 
wax, vegetable oils, soaps and var- 
ious petroleum products. Samples 
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New Products and Processes 


and information about 


sent on request. 


New Folding Box Plant 


Andrea Paper Box Co. has com- 
pleted its new half million dollar 





Laminator in Operation 


folding paper box plant in San 
Leandro, Calif. The company was 
founded in 1936 with a capital of 
$350 by Noble Andre. Mr. Andre 
designed most of the machinery 
used by his plant for making fold- 
ing boxes from laminated paper- 
board. 


Moisture Meter 


The dielectric moisture meter for 
testing powdered, granular. and 
flaked materials, such for example 
as soaps, for which most electrical 
conductance types of moisture test- 
ers are not suitable, is offered by the 
Tagliabue Instruments Div. of the 
Weston Electrical Instrument Corp. 
Complete information about it is 
given in a special bulletin which will 
be sent on request. 





Trade Literature 


Standards are Your Business is 
the title of a pamphlet issued by 
the American Standards Assn. It is 
an effort of the association to ex- 
plain itself and its work to the 
heads of American corporations. It 
emphasizes the value of standards 
of nation wide scope rather than 
industry standards. 


Whittaker metallic soaps (stea- 
rates), aluminum, barium, al- 
cium, magnesium, zinc and zinc 


palmitate are described in a book- 


it will be 


let issued by Whittaker, Clark & 
Daniels. Tables show the analysis, 


physical properties and solubility of 
each product. 


The trend towards industrial ap- 
plication of atomic energy is evi- 
dent in the 1951 edition of New 
Products and Services, a compila- 
tion of more than 1000 innovations 
marketed by over 750 manufactur- 
ers that has just been published by 
the Journal of Commerce. It con- 


tains 80 pages and sells for fifty 
cents. 


Physical properties 
organic chemicals are treated in 
the 1951 edition of a booklet of 
that name just issued by the Car- 
bide & Carbon Chemicals Div., Un- 
ion Carbide & Carbon Corp. It pre- 
sents data on applications and phy- 
sical properties of more than 250 
synthetic organic chemicals in tab- 
ular form for ready reference. 
Copies will be sent to anyone inter- 
ested on application. 


of synthetic 


Eastman industrial chemicals 
are covered in the 1951 catalog of 
the Tennessee Eastman Corp. 
which may be obtained on request. 
Listings include aliphatic acids and 
anhydrides, alcohols, aldehydes, 
plasticizers and solvents, aromatic 
amines, aminophenols, phenols 
and phenol ethers, inorganic chem- 
icals and miscellaneous chemicals 
such as aluminum isopropoxide, 
p-benoquinone, etc. 


New Products and Selling Ideas, 
a book issued by Modern Distribu- 
tion is now in its ninth edition. It 
has been completely revised and 
features photographs of 500 new 
products with manufacturers 
names and addresses, selling prices 
and selling plans and will be avail- 
able shortly to subscribers of Mod- 
ern Distribution. 


The problem of undesirable 
household and industrial odors to- 
gether with practical methods for 
their control is given in a new cir- 
cular, Control of Odors, just issued 
by the National Bureau of Stand- 
ards which is available from the 


Govt. Printing Office, Washington, 
for ten cents per copy. 


25, D.C. 
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WANTED-— 
packaging that sells cosmetics 





Every cosmetic, perfume and toiletry item is sold against tough 
competition. And often the consumer’s choice depends upon the 
attractiveness of the product. That’s why manufacturers of cos- 
metics and toilet preparations continuously search for new and 
different ways to present their products. 


You can sell these manufacturers your products by telling your 
packaging story in THE AMERICAN PERFUMER. Here’s why: 


Management, sales and advertising executives in the cosmetic in- 
dustry vitally need marketing and merchandising information . . . 
facts on what type and price cosmetic, perfume and toiletry is 
moving at the retail level. One of the best places they can get this 
data is in THE AMERICAN PERFUMER. Features of this type 
are “must” reading for these executives. They are eager to find 
new ways of promoting and distributing their products. Y our sales 
message in THE AMERICAN PERFUMER can give them this in- 
formation. 


facts to consider 


THE AMERICAN PERFUMER & ESSENTIAL OIL REVIEW 


When you tell your story in THE AMERICAN PERFUMER you 
reach this important group of men in the only magazine edited 
exclusively for this field. You get direct and adequate coverage 
for your sales message. 41.5% of THE AMERICAN PER- 
FUMER’s paid circulation among domestic cosmetic manufac- 
turers is not duplicated by any other business paper devoted to 
any phase of cosmetic, perfume and other toilet preparation, 
formulation and manufacture. 


Why not find out more about what THE AMERICAN PER- 
FUMER can do for you? Write or phone today. Let us prove we 
can help you sell to the cosmetic industry. 





9 EAST 38TH STREET, NEW YORK 16, N. Y. MEMBER ABC-ABP 


The only primary publication devoted exclusively to the problems of manufacture 
and distribution of perfumes, cosmetics, soaps and flavors. A MOORE PUBLICA- 
TION. There are nine others, including Advertising Agency, each a leader in its field. 
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T. G. A. Convention Committee 
Plans Announced by Karl Voss 


Karl Voss, chairman of the Toi- 
let Goods Assn. convention com- 
mittee has announced the members 
of the committee. They are: A. R. 
Ludlow Jr., Roy Brown, Jr., Paul 
Forsman, Philip E. Haebler, Mi- 
chael Lemmermeyer, Frederick J]. 
Lueders, Ivar M. Malmstrom, Lam- 
son M. Scovill and J. H. R. 
Stephenson. 

The annual meeting will be held 
in the Waldorf Astoria, New York, 
May 15, 16 and 17. On the day fol- 
lowing the convention a golf tour- 
nament will be held at the Winged 
Foot Country Club, Mamaroneck, 
N.Y. to be known as the Cecil 
Smith Memorial Golf Tourna- 
ment. A perpetual challenge trophy 
has been donated by the associa- 
tion on which the winner of each 
” *s tournament will be inscribed. 

A replica will be given to each 
year’s winner also. 

The Scientific Section will meet 
May 17 and according to the chair- 
man Dr. Paul G. Lauffer an inter- 
esting series of papers will be 
presented. 


One Hairdresser at Funeral 
of Pioneer Charles Nessler 


When Charles Nessler, who in- 
vented the permanent wave in 1906 
which transformed the small scale 
handicraft of hairdressing into an 
industrial enterprise with beauty 
parlors from coast to coast died 
January 22, there was only one 
hairdresser at his funeral; and the 
three million dollars he made in 
the last 45 years were lost. 

He invented the permanent 
wave in 1906 when he was working 
as a barber in Switzerland. For the 
next ten years he operated a 
beauty shop in London. Then in 
1915 he came to the United States 
where he opened a_ hairdressing 
shop. He was down to his last $40 
when the permanent wave caught 
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on and continued to grow ever 
since. His invention consisted in al- 
tering the cell structure of the hair 
by softening it with borax paste 
and treating it with heat by elec- 
tricity. When he started in 1915 in 
the United States there were three 
hairdressers who made enough to 
pay income taxes. Last year it is es- 
timated that 68 million permanent 
waves were given. 





Charles Nessler 


In 1928 he sold his company to 
a Cleveland syndicate which he 
had been suing for patent infringe- 
ment. The company changed the 
name to Nestle-LeMur Co. In 1942 
he was honored by the American 
Women’s Voluntary Services for en- 
hancing the beauty of women and 
creating jobs for them. In 1930 
with his son he was indicted for in- 
come tax frauds amounting to 
$274,000. They were fined for costs 
and ordered to produce a genuine 
accounting. He is survived by two 
sons and two daughters. 


Exhibit of Valentine Paintings 
by Hudnut for Heart Fund 


An exhibit of Valentine paintings 
by society and other noted per- 
sons was held during the week pre- 
ceding Valentine’s Day at the Rich- 
ard Hudnut salon, New York, N.Y., 
for the benefit of the New York 
Heart Assn. The company pre- 
sented $500 to the fund in the 
name of the winning artist. 





California Cosmetic Assn. Installs 
Newly Elected Officers 


Newly elected officers of the Cal- 
ifornia Cosmetic Assn. were in- 
stalled at a special dinner at Ciro’s, 
Los Angeles, on the evening of Feb- 
ruary 9. Following a brief business 
program dancing was _ enjoyed. 
Meetings are scheduled for May 
and September with the annual 
dinner dance in November and the 
Christmas party in December. The 
foregoing are in addition to the 

regular monthly luncheons which 
are held throughout the year. 

The newly installed officers are: 
President, Merton W. Taylor, Avon 
Products Inc.; First Vice President, 
Gene Salee, Gene Salee Inc.; Sec- 
ond Vice President, John Danley, 
Merle Norman Cosmetics; Secre- 
tary, A. C. Schaefer, the Glenway 


Co.; Treasurer, Lucile Bullock, 
Physicians Formula. 
The new trustees are: Alan 


Coghlan, Nethercutt Laboratories; 
Davis Factor, Max Factor & Co.; 
Arnold L. Lewis, Howe-Lewis Inc.; 
Henry W. Miller, Henry W. Miller 
Cosmetic Co.; Carl Mitchell, “42” 
Products Ltd.; Edward Petersen, 
Felton Chemical Co.; Kenneth C. 
Simpson, Container Service Co. 
Gail B. Selig continues as counsel 
and Miss Lillian D. Nelson 
has been reappointed executive 
secretary. 


Work Simplification Explained 
To ADACIOM of Missouri 


Work simplification was the sub- 
ject of an informative address by 
Allan H. Mogensen at the meeting 
of the Associated Drug and Chemi- 
cal Industries of Missouri at the 
Hotel Sheraton, St. Louis, Febru- 
ary 11. He is the founder of the 
well known Work Simplification 
Conferences at the Lake Placid 
Club, New York and at Sea Island, 
Georgia, both of which have been 
attended by top business executives 
in the U. S. and other countries. 
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Cosmetic Credit Assn. Has 
Gala Time at Annual Party 


The annual Winter party of the 
Drug, Cosmetic and Chemical 
Credit Men’s Assn. at the Hotel 
Governor Clinton, New York, N.Y. 
on the evening of January 19 was 
a gala affair in every way. Follow- 
ing the usual reception where in- 
vited guests met members in an in- 
formal way, the annual banquet 
was held. The entertainment was 
of a high order of professional tal- 
ent. Mrs. W. Hardgrove, a guest 
with a superb voice, sang several 


solos which were much enjoyed. At 
the conclusion of the banquet 
Chairman R. Douglas Sheldon Jr. 
pre sented on behalf of the associa- 
tion to retiring chairman John H. 
Alexander a leather traveling bag 
in appreciation of his work in the 
past year. The complete success of 
the affair was due to the skillful 
planning and management of the 
popular group secretary Nat Otte. 
Newly elected officers are: Chair- 
man, R. Douglas Sheldon Jr.; vice 
chairman, E. S. Larkin; Treasurer, 

P. M. French; and Secretary Miss 
Claire J]. Gincel. 





Upper teye: mr. and Mrs. John H. Alexander pause to congratulate Mrs. Wal Hardgrove 


for her superb singing. Wal Hardgrove approves. Chairman R. Douglas Sheldon, Jr., pre- 


sents a traveling bag to retiring chairman John H. Alexander from the group as a token of 
a S S s 


appreciation for his good service. Center left: 


Mr. and Mrs. Herbert Kranich, Jr. Right: 


Mr. and Mrs. Owen Clayton. Lower left: Raymond Holliday and Mrs. L. R. Booth, Right: 


Mr. and Mrs. W. E. Foster with Mr. and Mrs. 


party. 


Beauty Fashion Awards for 1950 
Win Approval 


General approval of the awards 
made for 1950 by Beauty Fashion 
to encourage the maintenance of a 
high standard of merchandising 
practices in the cosmetic industry 
has been expressed throughout the 
trade. Charles of the Ritz won the 
award for merchandising policy; 
Helena Rubinstein Inc. for adver- 


144 February, 1951 


Robert Crotty. It was a most enjoyable 


tising; Faberge for its packaging of 


Act IV and Max Factor & Co. for 


its packaging of World of Beauty. 


Colgate-Palmolive-Peet Co. 
to Push New Soap Wrapper 


A new pink wrapper for its Cash- 
mere Bouquet soap Is being emphi 1- 
sized in color advertisements in nu- 
merous publications by Colgate- 
Palmolive-Peet Co. 





Toni to Spend Over Half 
Million for Research in 1951 


Toni Co., Chicago, Ill, will 
spend over a half million dollars in 
1951 for scientific research. This is 
a record sum for the cosmetic in- 
dustry. Scientists will be engaged in 
studying many basic problems re- 
lating to the physical and chemical 
properties of human hair and skin. 
The research is in charge of Dr. Ray- 
mond E. Reed. Although only six 
years old the company to date has 
spent over one million and a half 
dollars in research. Besides its the- 
oretical work on the pharmacologi- 
cal and dermatological properties 
of home waving lotions and other 
hair care products the company 
will operate its large use-test re- 
search clinic in Chicago. 


Plans for Fragrance Foundation 
Exhibit at Flower Show 


Plans for the exhibit of the Frag- 
rance Foundation at the Interna- 
tional Flower Show to be held in 
Grand Central Palace, New York, 
N.Y. March 5-10 are well under 
way. The exhibit will picture the 
romance, history and beauty of 
fragrance and will be held on the 
first floor in a space of 480 sq. ft. 


Officers of Allied Industries 
Assn. of Michigan for 1951 


Following are the officers elected 
and committeemen appointed for 
1951 of the Chemical and Allied 
Industries Assn. of Michigan: Le- 
Roy Farnum, president, R. P. 
Sherer Corp.; Fielding H. Yost, Jr., 
vice president, Dow Chemical Co.; 
Stanley T. Olds, treasurer, Magnus 
Mabee & Reynard Inc.; Robert F. 
Watt, secretary, Western Solvents & 
Chemicals Co.; and members of 
executive committee: William H. 
Spreen, Heyden Chemical Corp., 
Richard M. Yale, S. B. Penick 
Co. and Roy L. Clark, Hazel Atlas 
Glass Co. 

Committees follow: Entertain- 
ment and program—Russell W. 
eo Dow Chemical Co., Glenn 

: Hicks, Monsanto Chemical Co.; 
Golf_Dr George Raiveschi, Parke 
Davis & Co., Arthur W. Yops, 
American Box Board Co.; Health 
and Welfare—Stewart Cowell, J. T 
Baker Chemical Co.; Membership 
—Richard W. Martin, Commercial 
Solvents Corp., John B. Clopton, 
Monsanto Chemical Co.; Refresh- 
ments—Joseph Johnson, Mark AIl- 
len Co., Wayne E. Luff, Mallinck- 
rodt Chemical Co.; and Publicity 
—William E. Keegan, Shell Chem- 
ical Co. 
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Coty Representatives from All 
Sections Gather for Sales Meeting 


Che annual Coty sales meeting 
attended by representatives from 
all over the country took place in 
the executive offices of Coty Inc., 
New York during the week begin- 
ning January 21. At the first ses- 
sion seven district managers, 44 
senior and junior salesmen and 18 
supervisors gathered. Jean Despres, 
executive vice president, was the 
principal speaker. Other executives 
who took part in the program were 
Miss Mary Crosby, F. M. Gallais, 
field merchandising manager; Miss 
Louise Bruel, director of supervi- 
sors; Don Clement, supervisor of 
sales agents; and Jean Millon, sales 
manager and of course the popu- 
lar president, Philip Cortney. All 
of the foregoing are shown in the 
photograph with Jean Despres 
making the address. The sales rep- 
resentatives with a group of head- 
quarter executives are shown in the 
group picture. 


Daughter of Arnold van Amering- 
en Married in New York Feb. 10 


Miss Patricia van Ameringen, 
daughter of Mr. and Mrs. Arnold 
van Ameringen was married in the 
Unitarian Church of All Souls, 
New York to Philip Kind, Jr. Feb- 
ruary 10. Following the ceremony 
a reception was held at the St. 
Regis hotel. Miss Lily van Amer- 
ingen, her sister, was the bride's 
only attendant. Henry van Amer- 
ingen, a brother, was one of the 
ushers. After their return from a 
honeymoon in the West Indies the 
the couple will reside in Jenkin- 
town, Pa. 


Essential Oil Developments 
in Latin America Examined 


Dr. Ernest Guenther, chief re- 
search chemist for Fritzsche Broth- 
ers, Inc., has returned from a four 
months trip through the West In- 
dies, Mexico, Central and South 
America. He was much impressed 
with the growth of Buenos Aires 
and Sao Paulo since his last trip 
there some years ago. He found the 
essential oil situation most en- 
couraging and is convinced that 
most of the essential oils and spices 
that were formerly imported from 
tropical far eastern countries can 
gradually be produced in the tropi- 
cal regions of South and Central 
America providing that organized 
research is carried out in localities 
that are suitable in climate, alti- 
tude and soil. In Guatemala the 
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Jean Despres addresses Coty representatives at the recent sales meeting held at the com- 


pany’s executive offices in New York. Seated are Mr. Despres (left to right) Miss Mary 


Crosby, F. 


a 2 : 
Coty sales representatives photographed 


government controlled cooperative 
Oficina Controladora de Aceites 
Esenciales is doing fine work. In 
Sao Paulo, Brazil, a good grade of 
oil patchouli is being experimented 
with. Other experiments include 
geranium, cassia and cinnamon and 
large quantities of eucalyptus citri- 





Dr. Ernest Guenther 


odora and oil of mint of high grade 
are already being produced. 

Guatemala is now the heaviest 
producer of oil of citronella in the 
western hemisphere with an annual 
production of one million pounds. 
The lemongrass crop runs to 200,- 
000 Ib. 





M. Gallais, Miss Louise Bruel, Don Clement, Philip Cortney, Jean Millon 





the recent sales meeting in New York. 


An interesting phase of Dr. 
Guenther’s investigations was a trip 
to Santa Catarina in Southern Bra- 
zil where oil of ocotea cymbarum, 
the so-called Brazilian sassafras oil, 
is being produced. Considering the 
tremendous labor involved in the 
production of this oil, Dr. Guen- 
ther considers it incredible that 
these producers can still supply it 
at prevailing low prices. The result 
of this is that forests are recklessly 
exploited, trees are felled and oil 
distilled, but the stumps are left in 
the ground to rot. With higher 
prices they could afford the extra 
labor needed to pull out and distill 
the oil from millions of stumps 
rather than indulge, as they now 
do, in the wholesale destruction of 
precious living trees. 

It is Dr. Guenther’s plan within 
the next few months, to return to 
certain Latin-American producing 
areas to len dexpert ai dand advice 
to these up and coming essential 
oil projects. Meanwhile, in the 
light of his latest findings, Dr. 
Guenther is rewriting several chap- 
ters of his fifth volume of “The Es- 
sential Oils,” a major part of which 
is already in the hands of his 
publishers. 





February, 1951 145. 















Pound Sales of Soap and 
Detergents up 12% in 1950 


Sales in pounds of soaps and syn- 
thetic detergents combined for 
1950 increased 12% over 1949 ac- 
cording to the Association of Amer- 
ican & Glycerine Producers. The as- 
sociation soap census showed that 
sales of 85 companies reporting on 
non-liquid soap were 2,439,259,000 
lbs. compared with 92 companies 


reporting 2,440,024,00 Ibs. in 1949.,_ 


Sales of synthetic detergents re- 
ported by 34 companies at 1,070,- 
688 Ibs. compared with 37 compa- 
nies reporting 702,136 in 1949. The 
combined total shows 3,509,887,000 


Ibs. in 1950 compared with 3,142,- 
160,000 Ibs. in 1949. Liquid soap 
sales were reported by 56 compa- 
nies at 5,709,000 gallons compared 
with 59 companies and 6,039,000 
gals. in 1949. 


Packaging Exposition to be 
25% Larger than 1950 


The 20th annual National Pack- 
aging Exposition to be held April 
17-20 will be about 25% larger 
than last year. It will be held in 
the auditorium, Atlantic City, N.J. 
At the same time the annual con- 
ference on packaging, packing and 
shipping will be held in the 
auditorium. 





Two directors of the newly formed Skol Research Institute, Clifford F. Raye of the 
J. B. Williams Co. and Walter Mueller of Van Dyk & Co., chat with Mrs. Lillian 


Latham of the Metropolitan Group at the Skol press party held recently in New York. 


Formation of Research Institute 


Announced at Skol Party 


The formation of the Skol Re- 
search Institute was announced at 
a recent press party given by the J. 
B. Williams Co. at the River Club 
in New York. The institute will 
coordinate and evaluate research 
done on the effects of ultra-violet 
rays on the skin. Members of the 
Skol Research Institute will in- 
clude Walter Muellerof Van Dyk 
& Co., Thomas G. Ferruggia of the 
Hanovia Chemical & Mfg. Co. and 
Clifford Raye of the J. B. Williams 
Co. 


Dr. Cleveland White Speaks to 


Chicago Cosmetic Chemists 


Dr. Cleveland White, professor 
of Dermatology of Loyola Univer- 
sity addressed the February 13 
meeting of the Chicago chapter of 
the Society of Cosmetic Chemists. 
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Dr. White is a medal winner of the 
American Academy of Derma- 
tology and Syphilology, the author 
of about 160 papers in the field of 
dermatology and contributor to 
three text books. The subject of his 
talk was “What the Cosmetic 
Chemist Should Know about Aller- 
gic Dermatosis.”” Dr. Austin Smith, 
editor of the Journal of the Ameri- 
can Medical Assn. and former head 
of the committee on cosmetics of 
the A.M.A., was presented with a 
certificate of honorary membership 
in the Chapter. 


T. G. A. Issued Standard for 
Aqueous Solution of Sorbitol 


The Scientific Section of the 
Toilet Goods Assn. has _ issued 
Standard 36 covering aqueous solu- 
tions of sorbitol and suggests that 
all purchasers of this material use 
the standard as a minimum 
specification. 





BIMS Golf Dates Announced 
at Record Annual Dinner 


One of the most enjoyable an- 
nual dinners of the BIMS took 
place at the New York Athletic 
Club on the evening of January 25. 
The dinner was well attended by 
many of the important figures in 
the industry and the program of 
entertainment arranged by Sewell 
H. Corkran, who acted as master of 
ceremonies, was outstanding. Golf 
dates for this season were an- 
nounced as follows: June 19, 
Ridgewood, N.J.; | July 24, Ma- 
maroneck, N.Y.; and August 23, 
Plandome, N.Y. 


Prof. Noyes Lectures on French 
Inheritance in Science 


Our French inheritance in sci- 
ence was the theme of a lecture by 
Prof. W. Albert Noyes Jr. of the 
University of Rochester at the Cul- 
tural Division of the French Em- 
bassy, New York, N.Y., February 7. 
The informative lecture was fol- 
lowed by a reception given by the 
cultural counselor to the French 
Embassy and Madame René de 
Messieres. 


Adhesive Backed Plastic 
Substitute for Nail Polish 


Parx, an adhesive backed vinyl 
plastic substitute for nail polish is 
being tested marketwise in Wash- 
ington by Parx Products Corp., 
New York, N.Y. It is advertised 
not to chip or smear, is trimmed to 
proper size and pressed directly to 
the nail and may be removed and 
used over again. It is being offered 
in four colors but two more are to 
be added. It sells for 60 cents. The 
company was founded last year by 
William B. Dolph and Herbert L. 
Petty, both of whom own several 
radio stations. 


New Shampoo with Egg Offered 
by Prot-Egg Co. 


A new shampoo with egg which 
is claimed to contain no soap, de- 
tergent or chemicals and to be 
made from fresh eggs and proteins 
is Offered by Pro-Egg, Inc. Elm- 
hurst, L.I., N.Y. The process has 
been registered for patent by Dr. 
W. J. Russo. Albert Krause is sales 
manager. A two ounce bottle sells 
for 49¢; four ounces, 69¢ and eight 
ounces $1.19. It has been intro 
duced in Los Angeles and Chicago 
and the market testing so far war- 
rants national distribution before 
the end of this year. 
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Latest British Cosmetics to be 
Shown at Trade Fair in May 


The full range of British cos- 
metics from nearly all of the lead- 
ing producers will be featured at 
the 1951 British Industries Fair in 
London and Birmingham, England 
from April 30 to May 11. Special 
clubs are provided in each of the 
Fair buildings for overseas buyers. 


N. Y. Quinine & Chemical Works 
Acquires New Plant Facilities 


The New York Quinine & Chemi- 
cal Works Inc., wholly owned affil- 
iate of S. B. Penick & Co. has ac- 
quired substantial plant facilities 
in Newark, N.J. Ultimately the 
company will transfer its opera- 
tions from Brooklyn to the new 
location. 


Techniques in Styling for 
the New Hair Fashions 


Miss Laura Meredith, associate 
director of the Robert Fiance De- 
sign Institute demonstrated the 
techniques in styling for the new 
hair fashions at the Clairol Instruc- 
tion Center, New York, February 
6. A hair coloring demonstration 
was given by Miss Verne. 


Northwestern Chemical Co. 
Now Located in West Chicago 


The Northwestern Chemical Co. 
formerly of Wauwatosa, Wisc. is 
now located in its new home at 12 
North Aurora St., West Chicago, 
Ill. The company was established 
in 1882 and has manufactured 
chemicals, primarily those used as 
flavors continuously since that 
time. 


Among Our Friends 


PHILIP HAEBLER, well known 
member of the convention commit- 
tee of the Toilet Goods Assn., won 
the Eastern Ice Yachting Assn. 
trophy February 3 by taking two 
six miles races for first place and 
finishing second in the third, on 
Greenwood Lake, N.|J. 


ARTHUR GOGARTY _has 
joined the sales staff of Tombarel 
Products Corp., New York, N.Y. 


C. MAHLON KLINE, president 
of Smith, Kline & French Labo- 
ratories, Philadelphia, Pa. was 
awarded the Proctor medal for out- 
standing service in the advance- 
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ment of the pharmaceutical arts by 
the Philadelphia Drug Exchange at 
its 90th annual dinner, February 1. 


WILLIAM S. FAIRHURST has 
resigned as vice president of Tom- 
barel Products Co., New York, 
N.Y. to join the sales staff of Ger- 
maine Monteil, Inc., New York. 


LEWIS F. BONHAM assumed 
his new position of president of the 
Alfred D. McKelvy Division of 
Vick Chemical Co., New York, 
N.Y., February 1. The division 
makes Seaforth toiletries for men. 


MISS SUZANNE DANCO, the 
noted Belgian soprano and a lead- 
ing member of La Scala Opera of 
Milan, who arrived on the Queen 
Mary February 5 for her first con- 
cert tour of North America, is a sis- 
ter of Gerard J. Danco, president 
of the Gerard J. Danco Interna- 
tional Corp. and president of the 
Essential Oil Association of the 





Vex : 


Miss Suzanne Danco 


U: S. A. Her ten week tour opened 
with a recital in Baltimore Febru- 
ary 9. Following another recital at 
Amherst College Miss Danco will 
make her American _ orchestral 
debut as a soloist with the Cincin- 
nati orchestra February 16 and 17. 
Other orchestras in which she will 
appear are the Chicago Symphony, 
the Boston Symphony and the Los 
Angeles Philharmonic. She _ will 
also broadcast over a national net- 
work and then will give recitals in 
Pittsburgh, Detroit, Miami, Louis- 
ville, Houston, Toronto, Montreal 
and Ottawa. At the close of the 
coast to coast tour Miss Danco will 
make her only New York appear- 
ance with a recital in Town Hall 
April 16. 


MARVIN GORDON and RUS- 
SELL M. JONES have joined the 
sales staff of Parfums Charbert Inc. 
and Nini Ricci Perfumes, New 
York, N.Y. 


GEORGE LA VIE SCHULTZ, 
whose election as president of Shul- 
ton Inc., New York, N.Y. was re- 
ported in the January issue, has 
had an interesting career which fits 
him especially well for the task of 
directing the large company built 
up by the genius of his father, the 
late William L. Schultz. After tak- 





George L. Schultz 


ing his B.S. degree in chemical en- 
gineering from Princeton Univer- 
sity in 1940 he took over the man- 
agement of the Shulton plant and 
helped develop successive lines of 
Old Spice for Men shaving requi- 
sites, Early American Friendship’s 
Garden and Desert Flower toiletries 
for women. The succeeding five 
years were spent in helping his fa- 
ther build up the manufacturing 
organization, systems, methods and 
personnel. The business which was 
begun in a loft in Hoboken, N.]. 
grew rapidly and it was necessary 
to build a large modern plant in 
Clifton, N.J. and later subsidiary 
plants in Canada, Mexico, and 
Cuba. His appointment as vice 
president in 1942 put him in 
charge of accounting and legal mat- 
ters as well as manufacturing and 
shipping. During World War II he 
developed the operations of the 
company’s War Products Division 
making various types of precision 
machined products for-aircraft. In 
1947 he created a new chemical re- 
search division with a long term de- 
velopment program. From this, one 
product has already been commer- 
cialized—a new type soapless hair 
cleanser. He is an amateur radio 
operator and enjoys conversing in 
Spanish with friends in Latin 
America by short wave. He earned 
a pilot’s license while in college 
and now owns his own airplane 
with which he flies around on busi- 
ness trips. Golf and skiing are other 
hobbies. Mr. Schultz is 33 years old, 
is married and is the father of 
three daughters. The company now 
has about 1000 employes. 
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"The bonds William and I bought 
for our country's defense 


helped build a house for us! 


HOW U. S. SAVINGS BONDS PAID OFF FOR 
MRS. ROSE NYSSE OF BRISTOL, PA. 


““There’s nothing more wonderful than a house 
and garden of your own,” says Mrs. Nysse. 
‘*And there’s no surer way to own one than 
to save for it through U. S. Savings Bonds 
and the Payroll Savings Plan!”’ 





Mrs. Rose Nysse says, “In 
1942 William and I 
started making U.S. Sav- 
ings Bonds a part of our 
plan for financial security. 
I joined the Payroll Sav- 
ings Plan at the Sweet- 
heart Soap Co. where I’m 
a supervisor, and began 
buying a $100 bond each 
month. I knew that my 
money wassafe and work- 
ing for me all the time. 
Buying U. S. Savings 
Bonds is one of the surest, 
safest savings methods!” 






















“Savings Bonds alone 
made a $5,000 down pay- 
ment on our house!” says 
Mrs. Nysse. “‘Altogether, 
we’ve saved $8,000 just 
in bonds bought through 
Payroll Savings, and 
we’re keeping right on 
with the plan. And when 
we retire, our bonds will 
make the difference be- 
tween comfort and just 
getting by. Bond buying 
is a patriotic and practi- 

way of building a 
cash reserve!”’ 























You can do what the Nusses are doing 
-the time to start is now! 


Maybe you can’t save quite as much as William 
and Rose Nysse, maybe you can save more. 
But the important thing is to start now! It 
only takes three simple steps. 


1. Make the big decision—to put saving first— 
before you even draw your pay. 


2. Decide to save a regular amount systematically, 
week after week, or month after month. Even 
small sums, saved on a systematic basis, become a 
large sum in an amazingly short time! 


3. Start saving automatically by signing up today 
in the Payroll Savings Plan where you work or 
the Bond-A-Month Plan where you bank. You 
may save as little as $1.25 a week or as much as 
$375 a month. If you can set aside just $7.50 
weekly, in 10 years you’ll have bonds and interest 
worth $4,329.02 cash! 


You'll be providing security not only for 
yourself and your family, but for the blessed 
free way of life that’s so important to us all. 
And in far less time than you think, the finan- 
cial independence the Nysses enjoy will be 
yours to enjoy as well! 


FOR YOUR SECURITY, AND YOUR COUNTRY’S TOO, SAVE NOW— 
THROUGH REGULAR PURCHASE OF U. S. SAVINGS BONDS! 
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E. VAN LOON, managing direc- 
tor of the Glycerine section of N.V. 
Chemische Fabriek Naarden, Naar- 
den, Holland, completed a quarter 
of a century of service with the 
company January 25. The manag- 
ing board of the company, his asso- 
ciates and other friends paid trib- 





E. van Loon 


ute to his record and ability at a 
celebration dinner arranged by 
them. Addresses were made by Dr. 
W. A. van Dorp, president and 
P. van Amelrocil, commercial 
assistant, as well as others in the 
organization. 


RALPH KLEINSCHMIDT be- 
came field sales manager of Tussy 
Cosmetiques, February 5 succeed- 
ing the late Ralph M. King. 


DR. WILLIAM H. McLEAN 
has been appointed vice president 
for marketing of Merck & Co. As 
director of commercial develop- 
ment and chairman of the market- 
ing committee of the company he 
has been concerned with the devel- 





Dr. W. H. McLean 


opment of products and markets. 
During the war he was in charge of 
research for the Army Quartermas- 
ter Corps and was awarded the Le- 
gion of Merit in 1946. He is an 
alumnus of Stevens Institute of 


Technology and Harvard Univer- 
sity, 
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PHILIP CORTNEY, president 
of Coty Inc. is chairman of the Cos- 
metics Committee of the Salvation 
Army 1951 appeal. 


ALFRED S. FOOTE, a vice 


president of J. P. Morgan & Co. has 


been elected a director of Pond’s 





Alfred S. Foote 


Extract Co. At the same _ time 
JOHN F. BETTS, treasurer and 
director of the Lock Joint Pipe Co., 





John F. Betts 


who is also a director of the Eagle 
Stores Co. of Charlotte, N.C., was 
elected a director of Pond’s Extract 
Co. 


ROBERT S. BOGATIN has 
joined the staff of the R. Peltz Co., 
Philadelphia representatives for 
P. R. Dreyer Inc. New York, N.Y. 
Mr. Bogatin attended the Drexel 
Institute of Technology and the 
University of Pennsylvania and has 
had considerable experience in the 
trade. 


H. T. GEORGI was guest of 
honor at a luncheon given by An- 
dre Wick, president of Houbigant, 
Inc., New York, in celebration of 
his 25th anniversary with the com- 
pany. Mr. Georgi began his career 
as a salesman in New Jersey and 
later became district manager for 
New York, then manager of the 
chain and wholesale division and 
finally promotion manager. 


M1SS MARIE FROMOW, who 
was recently appointed manager of 
Harriet Hubbard Ayer of Canada 
took full charge of the Canadian 
branch February 1, succeeding 
KEITH PORTER, recently elected 
president of Harriet Hubbard 
Ayer, New York. Prior to her ap- 





‘ a 


Miss Marie Fromow 


pointment as manager Miss Fro- 
mow was director of market re- 
search for Lever Bros. Ltd. of 
Canada. 


JOHN R. KENNEDY, chair- 
man of the board of the Rexall 
Drug Co. Ltd., (Canada) has been 
elected president of the Toronto 
Convention and Tourist Assn. 


DOUGLAS ATLAS has been 
appointed vice president of Mar- 
celle Cosmetics, Inc., Chicago, Ill. 
according to an announcement by 
PHILIP L. BLAZER, president. 
The company manufactures hyp- 
ollergenic cosmetics. After several 
years of experience in the pharma- 





Douglas Atlas 


ceutical field Mr. Atlas joined the 
company in 1948. He was gradu- 
ated from the University of Chi- 
cago where he specialized in chem- 
istry. In his new position he assists 
the president in the direction of 
sales and management, in both of 
which he has marked ability. 
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DR. ARTHUR H. BEHR has 
opened offices and a laboratory at 
84 Hillside Ave., Verona, N.J. as 
consulting chemist and perfumer. 
He is well known for his work as 





Dr. Arthur H. Behr 


head of the aromatics research de- 
partment of the Dow Chemical Co. 
where he developed numerous syn- 
thetic aromatics and specialties. Be- 
fore joining Dow more than 12 
years ago he had been a consultant 
in France and Germany. He took 
his doctor’s degree from the Uni- 
versity of Leipzig in 1924, and then 
worked in various fields of organic 
chemistry. All told he has had over 





25 years of experience as a chemist 
and perfumer and he plans to han- 
dle any assignments connected 
with the development, production 
and use of aromatics in any of its 
phases. 


MRS. MADELINE SCOTT, 
head of Scott & Scott Ltd. of Ber- 
muda has returned after a visit to 
the United States much gratified 
with the reception accorded her for 
her work in this hemisphere. Mrs. 
Scott is not only interested in the 
retail end of the perfume business 
but is also an expert botanist in the 
cultivation of flowers and plants 
for perfume materials. Her work is 
centered on flora grown in Ber- 
muda and her research is directed 
to the extraction of odoriferous 
constituents, and in addition she 
supervises the manufacture of Ber- 
muda perfumes sold by her 
company. 


RUTH RICHARDS has been 
appointed buyer of cosmetics for 
Neiman-Marcus, Dallas, Texas. She 
was formerly buyer for I Magnin 
in Beverly Hills, Calif. and prior to 
that was associated with the Shep- 
ard Co. in Providence, R.I. and 
with Max Factor & Co. 
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EDWARD V. KILLEEN, dean 
of the essential oil industry, who re- 
cently completed 60 years of serv- 
ice with George Lueders & Co. was 
the guest of honor at a dinner 





Edward V. Killeen 


tendered to him at the Montauk 
Club, Brooklyn by the officers and 
directors of the company. He recip- 
rocated a few days later with a 
luncheon to the same gentlemen at 
the Drug-& Chemical Club. All ex- 
pressed the wish that Mr. Killeen 
would continue to be associated 
with the company for many more 
years. With his usual grace Mr. Kil- 


leen responded in a fitting manner. 
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Xm/m 
Improve Packaging with Leakproof 


Patent Diffusers 


Used for dispensing and spreading perfume, toilet water 
or other liquids smoothly on touching the skin. Simply 
fill the bottle and press-fit the polyethylene diffuser into 
the bottle neck. 8 mm., 10 mm. and 13 mm. sizes in 
stock to fit exactly standard 8 mm., 10 mm. and 13 mm. 
thread neck bottles. Any other size can be supplied in 
quantities on order. 





/3M/M 


Write for samples and prices. 


Sudbury Import Co.. Ine. 
309 Fifth avenue New York 16, N. Y. 













for UNIFORM PURITY 
UNIFORM TEXTURE 
UNIFORM WHITENESS 
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Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to 
WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax—Composition 
Waxes — Stearic Acid — Hydistear 
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\. NYTAL 300 


the NEW TALC 
by VANDERBILT 


° 9 
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For further information, write to 
R. T. VANDERBILT COMPANY 
SPECIALTIES DEPARTMENT 
230 PARK AVE. NEW YORK 17, N. Y. 
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NAT OTTE, popular secretary 
of the Drug, Cosmetic and Chemi- 
cal Credit Men’s Assn., is on an ex- 
tended tour through the south and 
the midwest. 


JOHN UTTERMARK sand 
GEORGE F. WEBER were both 
admitted to the Veterans Organiza- 
tion of George Lueders & Co. late 
in January. Both have completed 
25 years of continuous service with 
the company. Each was guest of 
honor at a luncheon at which time 
the usual service pin and gifts from 
the company and associates were 
presented. 


HARRY B. WASSERMAN is 
now New England division sales 
manager for Bymart Inc. maker of 
Tintair. He was manager of the 
Carroll drug chain for 17 years and 
president and general manager of 
Bombi Perfumers Inc. 


DR. GEORGE URDANG, well 
known pharmaceutical historian 
and director of the American Insti- 
tute of the History of Pharmacy, is 
the 1951 recipient of the Lascoff 
award. It will be presented at the 
annual convention of the Ameri- 
can College of Apothecaries in Buf- 
falo in August. 


MISS JILL JESSEE, for many 
years promotion manager for Len- 
theric Inc. who is well known as a 
contributor of stimulating articles 
on promotion and merchandising 
in various business papers, an- 
nounces the completion of “Per- 
fume Album,” a book which gives 
the story of raw materials and per- 





Miss Jill Jessee 


fume processes in an_ informal 
chatty style. The book is expected 
to be ready for delivery next 
month. 

MISS ELIZABETH ARDEN is 
chairman of the cosmetics section 


of the 1951 drive of the National 
Foundation for Infantile Paralysis. 


Quality eo 


HUGH McGRANAHAN, former 
football coach of Ohio State Uni- 
versity, has been appointed divi- 
sional sales representative for By- 
mart Inc., New York in Georgia 
and Alabama. 


DR. KARL TODENHOEFER, 
formerly technical director of 
Schimmel & Co. Miltitiz, Germany 
has joined Dragoco, Holzminden, 
Germany, as technical director. 
DR. HILMAR BAST, his assistant, 
has also joined Dragoco. 


Obituary 
John A. J. Wynmalen 
John A. J. Wynmalen, former 


president of Polak & Schwarz Inc., 
New York, N.Y. died January 24 
at his home in Ridgewood, N.]. 
at the age of 63 years. 

He began his career with the 
company 35 years ago in Holland. 
Soon after that he came to the 
United States to supervise the in- 
terests of the company here and in 
1935, when an American branch 
was established, he was made presi- 
dent. He retired as president in 
1948 and has acted as chairman of 
the board since then. He is survived 
by his wife. 


METAL CONTAINERS and CLOSURES 


by 


BRIDGEPORT 


* = Perfume Vial Cases and Caps 


Vanities Powder Boxes 

Jar Caps 

Bottle Caps Lip Brushes 

Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Swivel, Slide, Automatic 


and 


Other Special Metal Products for the Cosmetic Industry 


THE Bripceport Meta Goons Mec. Co. 


BRIDGEPORT 


Established 1909 


CONN. 
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HAVE YOU 
TRIED THESE? 


ALROSOLS 


(Nonionic fatty amides) for formulating soap and syn- 
thetic shampoos, bath oils, better levelling hair dyes, 
solubilized perfumes, liquid makeup, antiperspirant 
creams, shaving creams. 


ALROMINE RA: 


softener and antistatic agent for use in hair rinse and 
conditioners, cold wave solution. 


SEQUESTRENE 


(Ethylenediamine tetraacetic acid) . . clarifier, foam 
builder and water softener in soap shampoo, antioxi- 
dant, stabilizer for sulfites, hair rinse, dentifrice compo- 
nent, cuticle remover. 


ALRO AMINES 


(Tertiary amines) for antiperspirant and deodorant for- 
mulations, solubilized sunscreens, cationic shampoos. 


ALROPON CONC 


(Alcohol sulfate) skin and hair detergent par excellence. 


NONISOLS 


(Polyoxy esters) for ointment bases, hair dressings, lo- 
tions, protective creams, makeup, solubilized dyes and 
oils, 


Write for samples and information today. 


NEW CATALOGUE 
NOW AVAILABLE 


ALROSE 
CHEMICAL COMPANY 


Providence 1, Rhode Island 


New York * Chicago * Los Angeles °* Portland, Ore. 
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Large selection of designs in a variety 


lana lols Me LleMr iP sae 
in a diversity of colors, styles and 
Pa SMa lll? Melilla mee eee 


Ph ee Se Pee ee Pe Pe Pr 4 
83 and 100 MM. 


bese 
TZ, if) 
By ALL bI ES 


Mack experience-in 
designing sales-com- 
pelling, deluxe 
packaging is avail- 
able without ob- 
ligation. Consult 
our packaging 
experts for 
complete 
Teale 





— supplies all 3 
quickly, economically! 


oeeoeeeveeeeeeeeee eee eeeeeeeeeeeeeeeee eee 


Just call or write for fast, capable assistance on stand- 
ard closures or exclusive custom designed closures 
and packaging specialties. All standard sizes are 
available in phenolics, ureas, styrene or polyethlylene. 
Samples and prices on standard stock items will be 


supplied promptly on re- 
quest — estimates on spe- 
cialties will be forwarded 
upon receipt of your draw- 
ings or blueprints. Please 


address inquiries to 
Mack Molding Co., Inc., 


‘ MOLDED 
Main Street, Wayne, N. J. EXCELLENCE 


Lee eeee THREE FULLY-EQUIPPED PLANTS TO SERVE YOU + *+* +e * 


WAYNE, NEW JERSEY + ARLINGTON, VERMONT - WATERLOO, P.O.. CAN. 
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Market Report 


Shortages in Many Basic Products 


| ae beginning of a new year 
brought about further advances 
in aromatic chemicals, essential oils, 
and other necessary raw materials 
for the manufacture of cosmetics, 
soaps and perfumes. The major 
problem among dealers and pro- 
ducers, however, proved to be the 
availability of supply. 


Raw Materials Up 


The rising price trend in aro- 
matics reflected mounting basic 
material costs while in the oil group 
dealers were confronted with stead- 
ily rising replacement costs, and 
gene! rally reduced offerings particu- 
larly from Europe. 


Reduced Production 


The essential oil trade is feeling 
the effects of reduced production 
schedules brought about by the 
downward price curve noted in the 
years prior to 1950. Upset world 
conditions unquestionably are add- 
ing to the confusion plus the fact 
that consumers are particularly 
anxious to maintain comfortable 
inventories in the event that sup- 
plies become impossible to obtain. 


Lemongrass Tight 


In some lines it has been neces- 
sary for dealers to adjust selling 
schedules in an effort to disc ourage 
further buying, thereby protecting 
limited unsold stocks for use by 
regular consumers. Native lemon- 
grass reached a new high level on 
the upward trend that has featured 
this article for many months. The 
use of lemongrass oil in the manu- 
facture of citral for ionones has in- 
creased because of a similar tight 
supply position in lemon oil, and a 
fraction of lemongrass has likewise 
been commanding considerable at- 
tention for use in the manufacture 
of synthetic vitamin A. 

Oils of Italian origin, namely 
bergamot and lemon, were strong. 
Shipping prices on bergamot were 
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increased by 75 cents a pound for 
January as compared with the De- 
cember quote as established by the 
Consortium and, because of the re- 
duced quantities offered for Janu- 
ary, the spot market moved up 
sharply. The new crop only started 
in December and it will probably 
be several months before any 
marked change can be expected by 
the appearance of new crop oil. 
Europe has been getting a fair share 
of bergamot oil since foreign buyers 
have been willing to pay better 
prices. For a time Tt: ilian lemon oil 
showed indications of easing but 
toward the close of the period under 
review shipping prices again turned 
firmer. 


Soap Materials 


With synthetic detergent produc- 
tion seriously threatened by the 
critical supply situation in benzol, 
especially in view of the fact that 
the rubber program will require 
increasing amounts of the coaltar 
product, a greater degree of op- 
timism prevailed in those articles 
that are a must in the soap kettle 
such as tallow, gum rosin, and some 
of the basic chemicals. Any stepped 
up operations in the soap industry 
will result in an upturn in glycerin 
production. 


Gum Rosin 


Gum rosin prices have shown a 
marked recovery since the start of 
the naval stores year in April. Be- 
cause of current unfavorable weath- 
er conditions, production of gum 
rosin will remain virtually at a 
standstill for the next few months. 
Stocks have been depleted and 
there is some fear among major sup- 
pliers that the current supply may 
not prove sufficient to meet the re- 
quirements of both domestic and 
foreign buyers over the current 
quarter. 

Virtually all types of orange oil 


display considerable strength. The 
overall picture is considerably dif- 
ferent from the one prevailing a 
year ago at which time substantial 
quantities were available from Flor- 
ida. Starting from a low level of 45¢ 
a pound back in July prices of 
Florida orange oil have been 
steadily rising and it is believed that 
the price in Florida will be over $2 
per pound within a few weeks. 
There is very little oil offered from 
that area as compared with the 
quantities available last year due to 
changes in processing methods in 
treating the fresh fruit. This 
marked change has in turn aided 
the situation with regard to Cali- 
fornia oil and prices for the latter 
variety of orange are firmly main- 
tained. 


Menthol 


Despite the fact that menthol 
prices are considerably above those 
during December, some observers 
feel that the spot market will go 
still higher before the heavy con- 
— season is over. Predictions 
of a dollar market have been 
ena: "No further replacements 
from China.are possible. Shipping 
prices from Japan have been stead- 
ily advancing and offerings of Bra- 
zilian menthol for February-March 
shipment from distillation of new 
crop peppermint oil have been 
limited. 


Glycerin 


Any increase in soap kettle opera- 
tions which in turn would result in 
an increased output of glycerin 
would be welcomed. Demand for 
refined glycerin, particularly in 
view of the number of defense 
orders in the market, kept the arti- 
cle in a short supply position. Syn- 
thetic glycerin production is ex- 
pected to be increased but the full 
effects of the expanded output will 
not be felt until late this year. 
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NYA 
To add quality and distinction 


to your particular products at 
low costs, we invite you to try— 


Rosanthol 


Reg. U. S. Pat. off. 
The indispensable rose base 


Lavendone 


A powerful lavender base 


Horianol 


Imparts a rich flavor note to your product 
QUALITY SERVICE PRICE 
NEW YORK AROMATICS CORP. 


Essential Oils — Aromatic Chemicals 
Perfume Bases 


5 Beekman St. New York 38, N. Y. 


COSMETICS 
SPECIALISTS TO THE 
PRIVATE LABEL TRADE 


@ Formulating 
@ Manufacturing 
@ Styling 

@ Packaging 


Our experienced staff offers a com- 
plete service for Distributors in 
the Atlantic and Central states. 


COSMETIC LABORATORIES, INCORPORATED 


5850 Second Avenue Detroit 2, Michigan 


OF 

FINE 
LABELS 
TAGS & 
PACKAGES 


154 WEST 141 STREET, NEW YORK Il, NEW YORK 
TEL: OR.5-0228 
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Get Double Dividends 











from Perfume Sales 
with Miniature Bottles 


sae 


A double sales appeal is made by beautiful miniature perfume 
containers. First they are highly desireable for Milady's dresser 
or purse. Second, they make excellent bridge prizes and other 
party gifts. 





The compelling eye appeal and sales appeal of lovely miniature 
perfume bottles of crystal brilliant, delicately wrought, hand blown 
giass will increase your sales. 


Stoppers are made of a special composition. They do not crack or 
b.eak the necks of bottles as metal ones often do 


Wiite for samples and full information 


Special Glass Products Co. 
10 W. 33rd St., New York 1,N. Y. 


For the Fast-Growing Detergent Industry 


The 
FUNDAMENTALS |.. 
of DETERGENCY | "=. 


by William W. Niven, Jr. ve 
Midwest Research Institute (—— 


1950 + 260 pages ° illustrated + $6.50 | 





This volume presents a thorough-going treatment | 
of the theory and practical applications of deter- 
gents with special reference to their use in launder- | 
ing processes. All those who require a basic knowl- 
edge of the factors involved in detergency, both 
physical and chemical, and who wish to under- 
stand the chemical formulation of modern deter- 
gents will find this book of the greatest value, since 
iis principles can be applied to all fields in which 
surface tension and its related phenomenon play 
a part. 


Order Now for Immediate Delivery 


THE AMERICAN PERFUMER 


9 East 38th St. ° New York 16, N.Y. 


| 
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PRICES IN THE NEW YORK MARKET 


\anun ean neLtCLEDUUETELTEELETEROOREDOETERELORUTEDUUULEGOUEUIUGTTERSLOLGNELEEOEREDODUEUUUUED CON08CNGRCSOOOORO NL ;LELELGEDOOSILENAGEENEEEEDORECURDEVETDONTERIUGUEITONETESS OOOO CRETETENUTTOOLETSRONONUOONDOOUGEUNUNESONERREDOOOOOOU ONE LOOEONOETERDOS UNDO ON OCiIOCnI NCO CNARERONEROETOEHDOOONNOOUONIDEOTOODOOOTETRREDOPTSUSESOONDOSR 280 TrERTERED 


{Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Cinnamon oil, Bark ...... 35.00@ 50.00 Lovage (oz.) ....... .... 10.00@ 12.00 
Beeb hweceKaeeds wea’ 135@ 1.50 I aaa tdae oo at kaain ears 1.00@ 4,35 
: s : Citronella, Ceylon ........ 2.00@ 2.40 MPNIN os cesvvacvewtens 3.75@ 4.50 
All prices per Ib. unless otherwise speci- Ne weg 2.45@ 2.70 Neroli, Bigarde P. ........ 85.00@ 95.00 
fied Pies cakcuaseanes 2.25@ 2.50 Petale, extra NF ........ 155.00@180.00 
Cloves, Zanzibar ......... 2.75@ 2.90 PENN radi Po mwar dic ewadans 3.85@ 4.10 
Almond Bit, FPA per Ib. . 3.75@ 4.50 Madagascar ............ 2.85@ 3.00 Ocotea Cymbarum ........ 1.00@ 1.10 
BONE BUG osccncccccees 654 50 CE bss bavagheves es 2.50@ 2.90 GRE iiceceeccueicenus 5.30@ 7.00 
Apricot Kernel .......... oo 8 COPIER ccccccccccsceses SROGR One bo SCE CCE CES $2.50@ 47.00 
DR Sec duvpkiedeceeewa L75a@ 1.90 Geen ce bisheurscceses 5.00@ 6.20 Orange, Florida .......... 180@ 2.00 
Ramelicn HOG «6.606 cccsecs 150.004 190.00 CR sa dica cteganea dua ce’ 5.10@ 6.00 IN na Caco s ating 150 Nom’! 
OE Ser ree 1.90@ 2.10 Dill Rt SUING bios o weeinte 2.00 
Aspic (spike) Span ....... 185@ 2.10 trance ease ds core 4O6Q8 SSS Orris Root, abs. (oz.) ..... 65.00@ 70.00 
DM stvcueannehendean 110@ = 1.50 Sars cnavunane sits ee’ 6.50@ 7.80 pO Ire ees 36.00 Nom’ 
DC atendedceudeunvasaness 1.60@ 2.00 cncknacewenes 5.75@ 6.00 yo!) eS eee 24.00@ 26.00 
MONE, inaccecscuna ees 7.50@ 8.00 II eid cccccncanven 120@ 1.45 Pennyroyal, Amer. ....... 4.10 Nom’l 
DU Cakeernkoveeees 3.85@ 5.25 Pomme, Sweet .....cccece 3.00@ 3.50 NS Eerie 5.25@ 5.85 
Birchtar, crude ........... 1.65 Nom’l Gee OGG) cwnssenaccceds 7.50@ 8.00 Peppermint natural ....... 6.95@ 7.20 
Birchtar, rectified ........ 1.75@ 5.00 SII Nawicusecccscees 135@ 1.80 DIE vaasccdanwas 7.35@ 8.30 
PC vcaeedncewas 4.65 5.05 Geranium, Rose, Algerian . 23.00@ 30.00 Petitgrain .......... .... 3.10@ 3.50 
SS 3 ee A0G .60 IN heal ra'n.g cack eae 660 25.00@ 32.00 Pimento, Berry ........... 1.30@ 5.50 
SS 2 See 2.65@ 2.85 Ue io fideo cteue we 7.95@ 10.00 BM pace ces pucdeeecuns 180@ 2.05 
Cajuput (technical) ...... 2.10@ 2.50 GI dace wd eee cccauweuans 22.00@ 25.00 Pinus Sylvesiris .......... 2.65@ 2.85 
TS duvnhvdedeweencas 20.00@ 25.00 Guaiac (Wood) .......... 190@ 2.20 i 3.00@ 3.25 
Camphor sassafrassy ...... 284 45 CN oc eau eeue pices 2.30@ 2.55 Rose, Bulgaria (0z.) ...... 35.00@ 60.00 
Cananga, native .......... 5.35@ 5.60 Jumiper Berry .....cccccce 3.25@ 5.00 SIL 6 caccccsaes 22.00@ 28.00 
PE -ccnteivecsdewes 6.35@ 6.60 EME eivcucnaeadeawas 4.00@ 4.85 Rosemary, Spanish ....... 95@ 1.25 
MED -cdvvassveedsneews 41.05@ 5.10 SO Ere 1.00@ 4.90 NNN NON 6 occ cccccces 150@ 2.00 
CE co coc e'e peten ane 60.00@ 85.00 Lavender, French ......... $.35@ 8.75 Sage, Dalmatian .......... 14.00@ 15.25 
ED in censeseceedav>'s 10.00@ 48.00 RA OMEN Saw criccsenas 4.25@ 4.50 Sandalwood, N. F. ........ 12.50@ 13.80 
Cassia, rectified, U.S. P... 5.00@ 5.50 a re a gd 3.75@ 8.00 Sassafras 
eS | eee 3.25@ 3.50 RMMBOUIUEED 6c cccccccscess 3.90@ 4.35 MEE cadateccadekns 85@ 1.25 
PT ree 604 15 Limes, distilled .......... 6.50@ 7.25 FROGMOUE GOERS 66 cc vac cc 2.00@ 2.15 
RE cunkdavectesnwesnes 17.00@ 17.75 PE ceicurtwecicdxs 10.50@ 13.75 SO ROOE 6.ccccicecsuceus 31.00@ 35.00 
Chamomile Hungarian .. . .250.00@280.00 Linaloe wood ..........-. 3.80@ 4.25 WON co citiae aati ..-. 480@ 5.60 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 
11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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21 Ireing Place New York 3, N.Y. 


PRIVATE FORMULA 
MANUFACTURERS OF 
COSMETICS AND TOILETRIES 


BULK AND COMPLETE PACKAGING SERVICE 


Skilled Factory Employees 
Progressive Management 
Personalized Service 
Perfected Details 


REPUTATION BASED UPON PAST PERFORMANCE 


READ 


The American Perfumer 


AT HOME 








THE AM:RICAN PERFUMER, 9 East 38th St., N. Y. 16, N. Y. 


Send THE AMERICAN PERFUMER to me for one full year for just $3.00. 


(Add $2 yearly postage outside of U. S., Canada & South 
America) 





C) Bill Me (] Bill Company (_] Payment Enclosed 
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DE bdarenccediscesaces 2.30@ 2.55 BEES CO vvcccccsvess 9.00@ 11.00 Ethyl Benzoate ........... 85@ 90 
Sweet birch Southern ..... 2.50@ 3.75 CD .ccccccccccscccccens 17.10@ 17.30 Ethyl Butyrate ........... 80@ = 95 
PD cvencdceauceeds 5.50@ 8.00 C10... cece ecceeeeeees 8.35@ 8.50 Ethyl Capronate .......... 2.20@ 3.15 
ee ne 8.60@ 9.00 Ot iil aied tesketiacewedae 19.25@ 22.00 Ethyl Cinnamate ......... 2.45@ 2.80 
PME cxcecvecuesses 2.15@ 2.85 Oy EM edscwctwccesencsnds 15.85@ 16.10 Ethyl Formate ........... 65@ «75 
White ......ccccceccees 2.50@ 2.90 C 14 (Peach so-called) ..  7.00@ 7.50 Ethyl Propionate ......... 20@ 1.00 
Valarian, extra ........... 75.00@ 88.00 C 16 (Strawberry so-called) 6.25@ 7.10 Ethyl Salicylate .......... 95@ 1.25 
Vetivert— Amyl Acetate ............ 60@ «70 DE CEE va davadcoues 6.75@ 6.80 
SN. esadhceuedeuneus 22.00@ 25.00 Amyl Butyrate ........... 100@ 1.10 PEE wancécadivenns 2.25 Nom’ 
EE tices Cheech ec oneNes 25.00@ 27.00 Amyleinnamic Aldehyde .. 2.00@ 2.40 SE edcuenccnaens vase 3.25@ 3.90 
Bourbon ............++. 25.00@ 30.00 RE TORT iccccccsccs 100@ 1.25 Geranoil, dom. ........... 2.75@ 3.25 
Wintergreen, Southern .... 3.50@ 14.00 Amyl Phenylacetate ...... 3.75@ 4.10 Geranyl Acetate .......... 3.25@ 3.80 
PEED eGisvuinaceeeea 6.25@ 17.25 Amyl Propionate ......... 1.30@ 1.60 Geranyl Butyrate ......... 5.85@ 6.75 
 dxsaneewiewe oa 6.85@ 7.50 Amy]! Salicylate .......... 95@ 1.10 Geranyl Formate .........  6.00@ 6.50 
NED ccecdusceuweds 7.00@ 7,25 Amyl Valerinate ......... 180@ 2,25 Guaiac Wood Acetate ..... 465@ 5.00 
Ylang Ylang, Bourbon .... 16.50@ 23.00 Co eee 155@ 1.70 Heliotropin, dom. ........ 3.10@ 3.90 
BND. se cekccnesevwess 12.85 Nom’l Anisic Aldehyde ......... 2.40@ 2.70 Hydrotropic Aldehyde .... 6.30@ 6.85 
a — socesescccus —_ = Hydroxycitronellal ....... 8.95@ 9.30 
enzyl Acetate .........+. 0@ 285 St) eer 20.50@ 22.00 
. —— . Benzyl Alcohol .......... 13@ ~=80 
SESS CUS Benzyl Benzoate .......... ‘90@ 1.00 — leacdvbivenweusvens 8.50@ 10.25 
Dk sha Sisntcnsininiesiciian =e sn Se ay ee, , Methyl .........+s e000 7.05@ 7.40 
NN dt cnsseianceaes Reet 20a Ttee* 200@ 239 lse-borneol ............-. 165@ 1.80 
Grapefruit ............... See fae 158@ 139 [se-butyl Acetate ......... 1.00@ 1.75 
OD dv iecendadawede 8.00@ 10.50 oe sarececeees “aan ta Iso-butyl Benzoate ........ 115@ 1.75 
[ ~ Benzyl-Iso-Eugenol ....... 9.75@ 10.00 oy ‘ 
MENTE civesccrtsscevcest 42.00@ 48.50 Renal Piaaddnedte 160@ 2.20 Iso-butyl Salicylate ....... 2.15@ 3.00 
Nc cncalvannsukien 80.00@ 90.00 Renny «. lie ~ ieeaahtn 100@ 219 ‘seeugenol .............. 4.00@ 4.90 
Distilled .............++ 55.00@ 62.00 re aeews es See SEE. AD avivnssesesvncecs 2.10@ 2.80 
= Benzylidene Acetone ...... 2.00@ 2.75 A 
Orange sweet ............ 85.00@110.00 Senne 5.75@ 635 BOOED Wadendaccnduceude 6.00@ 6.40 
TUE cenveccccccnes 14.00@ 15.50 Peet eeeles uate 24 alta 26h Linalyl, Acetate 90% ...... 6.00@ 6.75 
Peti . hy Butyl Acetate, normal .... .144%4@ .154% neal 
SEED ee esccecdcccsune 5.35@ 6.40 ‘8 . : é PRMNGdddAdevavdavenwns 4.00@ 4.60 
. : 7 and . Cinnamic Alcohol ........ 3.10@ 3.75 ; oe 
ED ndivcucascccdaes 7.00@ 8.50 Cinnamie Aldehyde ...... 130@ 1.65 Linalyl Formate .......... 11.20@ 12.00 
Cinnamy! Acetate ........ 3.75@ 4.50 ee «aaa RESERS aaa 4 
CRs Gis We he dedccccveses 6.85@ 7.30 Meee RSE Sse Re Kawa ens _ — 
DERIVATIVES AND CHEMICALS Citronellol ............-+. ase 360 06 Soaps .... Le 
Citronellyl Acetate ....... 1.60@ 5.40 Methyl Anthranilate ...... 2.80@ 3.15 
Acetaldehyde 50% ........ 2.15@ 2.50 Citronellyl butyrate ...... 6.35@ 7.10 Methyl Benzoate teececees 60@ 1.00 
Acetaphenone ............ 165@ 1.85 Cp ccdactend ese 3.00@ 3.25 Methyl Cinnamate ........ 1.75@ 2.25 
RG Ge © veveccesevesas 2.00@ 2.35 Cuminic Aldehyde ........ 5.90@ 6.35 Methyl Heptenone ........ 7.75@ 8.25 
Ti ee da 13.00@ 14.10  Diethylphthalate ......... 40@ 45 Methyl Heptine Carbonate 45.00@ 60.00 
BO dcecuxedvhecavcenvs 2.00@ 2.30 Dimethyl Anthranilate .... 5.50@ 5.90 Methyl Naphthyl Ketone .. 3.25@ 4.75 
Cs ED svccvsuvevccacctens 14.50 Diphenyl Methane ........ 1.20@ 1.50 Methyl Phenylacetate ..... 1.30@ 1.85 
GNU take éuiddudeuaeitad 2.30@ 2.65 MOD viv eunasce 26@ ~~ «30 Methyl Salicylate ........ 55@ 280 


AMERCHOLS 


are naturally superior 


The AMERCHOLS are surfactants which are NATURALLY good for the 
skin and hair. They are odorless, color free forms of cholesterol and 
related rare sterols which we isolate in purified form from animal 
tissues. They are stable in the presence of acids, alkalies and most 
drugs. 





Try AMERCHOL L-101 in your hair preparations. It is a highly 
effective liquid-cholesterol penetrant. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


Our research laboratories are available to you for advice and information. 
Our booklet will help you formulate the AMERCHOLS in O/W and 
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METAL -EMBOSS ED 
ENGRAVED 


THE C. E. ISING CORPORATION 


MANUFACTURING CHEMISTS 
AROMATIC PRODUCTS 


. 
FLORAL BASES 


ISOLAROMES 
(Fixatives) 


TRUODORS 
(For Perfumes and Toilet Waters) 


FOUNDED 1908 
FLUSHING ° NEW YORK 





LIPSTICKS 

| MASCARD 

> SUPPOSITORIES 
STYPTIC PENCILS 


SRR. “TOMPACT POWIE! 
a ese Wait foe latalog -: Frise 


2 tab} 


A. CAVALLA, INC. 163 Wesr fr Seer, NEW YORK, fi, KY. 










skin that smooth soft velvety feeling. 


Executive Office, Laboratory 
and Factory: Linden, N.J. 
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COLUMBUS 5-5600 


B-W LANOLIN USP. 


EV ENTUALLY—F or better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 
B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


America’s Original Lanolin Producer 
ESTABLISHED 1914 


JOHN HORN 835-839 TENTH AVE., NEW 1 YORK 19, N. Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone: * Cable Address 
HORNLABELS NEW YORK 





Absolute French Perfume Bases | 
All of the Most Popular Types | 


| Series 300 Oils 
Water Soluble Perfume Oils 
Exquisite Perfumes in Bulk 


Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our 
consulting Department is always at your service. 


E. M. Laning Company 


Irvington 11, N.J. 





433 Stuyvesant Avenue 





ALLA 
C onsoLipATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 





Sales Office: 509 Fifth Ave. 
New York, N.Y. 
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Musk Ambrette 


Seeesncvce 5.604 

SEN dpsviddenscnnens 5.00@ 
MY vcléua heacaneeane 1.80G 
Neroline (ethyl ether) .... 2.50@ 
Paracresyl Acetate ........ 2.15@ 
Paracresyl Methyl Ether .. 2.50@ 
Paracresyl Phenyl-acetate . 4.75@ 
Phenylacetaldehyde 50% .. 2.75@ 
DE SUSéctpemseceaneda 4.10@ 
Phenylacetic Acid ........ 1.65@ 
Phenylethyl Acetate ...... 2.00G 
Phenylethyl Alcohol ...... 1.90@ 


Phenylethyl Butyrate ..... 4.154 


Phenylethyl Propionate ... 3.30@ 
Phenelethyl Salicylate .... 4.35@ 
Phenylethyl Valerianate ...  5.75@ 
Phenylpropyl Acetate 4.25@ 
DE ae tundecdheeenae od 1.10@ 
eS go ae ee 2.65@ 
Styrolyl Acetate .......... 1.904 
Vanillin (clove oil) ...... 5.00@ 
PEGE ccccuvesewns’ 3.00@ 
DM cece eee eahebae.s 3.00@ 
Vetiver Acetate .......... 17.504 
Violet Ketone Alpha ...... 9.35@ 
Yara Yara (Methylether) . 2.25@ 
BEANS 
Tonka Beans Surinam .... 1.00@ 
PI, co vovcctcedsecans 1,75@ 
Vanilla Beans 
Serer 3.50@ 
Mexican, whole ........... 7.50@ 
SOD esi usivs dv eens 6.504 
 idendearccniesannce 2.75@ 


SUNDRIES AND DRUGS 


BOND co cctviedeccvcdves 104@ 
Ambergris, ounce ........ 8.500 
Balsam, Copaiba .......... 1.35@ 

DP avecutavcetexcavens 1.50@ 


> 1 3 bs be 
eeuwnuvcecesev 


win 


Sy 


NNN FE WwWUWwWNNNaW 
NYUNAN S&S 


Ly 


4.35 
4.00 
4.80 
6.00 
4.85 
1.40 
3.40 
2.50 
5.50 
3.05 
3.05 
50.00 
10.25 
2.80 


Beeswax, bleached, pure 
Sh PS eee 734 
Yellow, refined ......... 654 
Bismuth, subnitrate ...... 2.65@ 


Borax, crystals, carlot ton . 63.75@ 


be Me IO dic etiscaddeacs jAI@ 12% 
15 Rose flowers, pale ........ A@ A8 
.68 Rose Water, jug (gal.) 2.00@ 2.50 


Rosin, M. per ewt. ..... ve 10.50@ . 
88.25 Se errr 4@ <A9 


Boric Acid, gran. U. S. P., SITUS fon esavewaus 2.45@ 2.60 
EN chan darian ean ae Wik ee 169.00@193.50 Silicate, 40°, drums, works, 
Calcium, Phosphate ....... 064@ 06% FOP WOE ecccciveaces 160@ 1.85 
Phosphate, tri-basic .... .0654@ .07% Sodium Carb. 
Camphor, pwd., domestic .  .55@_— 57 58% light, 100 pounds .. 1.60@ 4.62 
Castoreum, nat., cans ..... 7.85@ 15.00 Hydroxide, 76% solid, 100 
ee ere 150@ 1.55 ava cdvwewne dads 3.35@ 4.55 
Chalk, precip. bags, clts .. .027%@ 03 Spermaceti ............... 304@ 31% 
Cherry Laurel Water, jug, Stearate Zine U.S. P. ..... . A4@ 6 
OM atau Geena eau bik oa 1.25@ 1.70 PN A cuca svhakasmeeaaes 150@ 1.85 
Citric Acid USP eryst .... . 284,@ .29% Tartaric Acid ............ 394@ il 
CONN Goa is sewccsices $.50@ 15.00 Tragacanth, No.1 ......... 3.65@ 3.80 
Cocoa butter, bulk ........ 74@ ~~ «75 lriethanolamine .......... . 2644@ 27% 
Cyclohexanol (Hexalin) .. 354@  .36 Vielet Flowers ........... 2.00 Nom’ 
> Earth, Mines ton .. 27.00@ 30.00 Zine Oxide, U. S. P. etns. .. .194@ .204%4 
er Ga Ba a nevescesees 544,@ 59 . — . 
Gum Arabic, pwd. ........ 21@ = 22 OILS AND FATS 
Pe 144%@ 15% Castor, refined, drums .... .32@ 324% 
Gum Benzoin, Siam ...... 3.85 Nom’ Coconut, crude, Atlantic 
PE aeceddeeen wanna 654 ae ports, tanks ............ 1844@ 19 
Gum Galbanum .......... 80@ = 95 Corn, crude, Midwest, mill, 
Gum Myrrh .............. 35@ ~—«37 WN dsdedecnsdccecccds: Ge 
MONS. ce ccdvecswene 27@ ~~ 29 Corn Oil, refined, tanks .. .2842@ 
CG t6ie cnuueehiveseds 05@ 07 Cottonseed, crude tanks ... .21544@ __—_.22 
DN, dc cGnnetcaccers 5.00@ 7.00 Grease, white ............ 164@ 4.17 
Lanolin, hydrous ........ 29@ 30 Lard, Chicago ........... 17 Nom’! 
OOD asgevicevanes 32@_~~=«34 Lard Oil, common, No. 1 
Magnesium, carbonate .... .114@ _  .14 Cds wed ciawadascces 20@ .20% 
tebe cc cevenv ens A4@ AT Olive, edible (gal.) ...... 3.00@ 3.25 
COND vcccncucakens 15.00@ 50.00 Palm Congo drums ....... .204% Nom'l 
Olibanum, tears .......... 16@ 30 Peanut, refined tanks ..... .26@ — 
I cevcecadcnneveds 12@~=««:18 Red Oil, single distilled 
Orange Flower Water, gal. 1.75@ 2.25 CN a8 daddies sc cceae« 264@ 27 
Orris Root, Italian ........ 16@ ~~ 25 Stearic Acid 
PU aviedieudnGkeeneens 07@ 07% Triple Pressed .......... .274@ 28 
Peroxide (hydrogen U. S. P.) Double Pressed ........ 29@ 25 
ES a ee 03544@ 05 Tallow, acidless, drums ... .20@ 21 
Petrolatum, white ........ 08%4@ 09% RO GIO sevccesecces 164%@ 4.17 
CEO IU oa. ov dint cece 100@ 1.50 Whole oil, refined ........ Nom’] 


2 Years of research have made possible a 
particularly white product 


3. Special production methods 
over more than a quarter of a century 
have made it ODORLESS 


. . developed 


4 It will not develop offensive odors even it 
kept for a long period 


1 casous Why PLYMOUTH 


ZINC STEARATE U. S. P. 
IS BEST FOR DRUGS AND COSMETICS 


1 Backed by the longest commercial Stearate 
manufacturing experience in America. . 
M. W Parsons offer you this new product as 
the finest Zinc Stearate that can be made. 


5. It enables your face powder to retain the 
same odor that you give it. 


6. A smooth, light, fluffy texture has been 
finally and definitely achieved. 


7 Tested independently it shows the follow- 
ing results: ARSENIC (Gutzeit and Spectro- 
graphic Test) .. Not Found. LEAD (Spectro- 
graphic Determination) ...1.7 parts per million. 


8. The reputation and record of M. W. Parsons 
assure you of Uniformity in all shipments. 


We also manufacture a superlative grade of PLYMOUTH MAGNESIUM STEARATE 


99 BEEKMAN STREET 


M. W. PARSONS 


Telephone BEEKMAN 3-3162—3163—3164 


NEW YORK, N. Y., U S.A and PLYMOUTH ORGANIC LABORATORIES, Inc. cable Address. PARSONOILS, NEW YORE 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED: Chemicals, Colors, Pigments, Resins, Solvents, Oils, 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 


ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 


2500 Ibs. of original pre-war Rilan wax imported from Germany 
and 500 lbs. Carnanba was No. 1 for sale. Louis Phillippe, Box 
396, Ridgewood, N. J. 


RARE OPPORTUNITY, perfume concern, entire Stock, 33,252 
ounces perfume made from imported oils, toilette waters, oils, 
raw materials bottles and etc., no dealers. Post Office Box 2041 
Paterson, N. J. 

WANTED: 1—1000% Powder Mixer, 3—Copper Coating Pans, 
1—#43-A Granulator, 1—Single Punch Tablet Machine, and 1— 
Fitzpatrick Comminutor. Give full description and price. Box 
2353. 


FOR SALE 


IF YOU ARE CONTEMPLATING RELOCATING, you should 
request a copy of “BUSINESS OPPORTUNITIES IN WATER- 
TOWN, SOUTH DAKOTA.” Call or write Mayor Gilbert or the 
City Promotional Director, J. G. [hnet. 


FULLY EQUIPPED COSMETIC PLANT, doing steady Business, 
Carrying 25,000 unfinished stock, $5,000 finished, and equipment. 
Reason for selling, some sickness, and want to retire, old line Co 
Lady Edna’s Cosmetic Company, Gaylord, Michigan. 


FOR SALE: 1—Standard Knapp Gluer-Sealer & Compression unit, 
Automatically self-adjusting; 2-1800# Horizontal Ribbon Dry 
Powder Mixers; 1—Stokes 79-80 Tube Filler Closer Clipper; 
Stokes DD & RD Rotary, and Colton 44% & 3DT Single Punch 
Tablet Machines; 7—Ross 20 gal. Pony Mixers; 2—Resina Cap- 
pers; 3—N. J. Pony Labelrites, M, ML & MX; 6-Day 40 x 84” 
Stainless Steel “Roball” Sifters; 1—18-D-4 and 1—33-S-7 Stain- 
less Steel Sparkler Filters; 70 Aluminum Storage tanks, 200, 650, 
& 800 gal. capacity. Only a partial listing. Send us your inquiries. 
CONSOLIDATED PRODUCTS CO., INC., 14-15 Park Row, New 
York 38, N. Y. BArclay 7-0600. 


HELP WANTED 


WANTED: SALESMAN WITH MANAGERIAL ABILITY. A 
large English perfumer requires an experienced man in his 30’s 
presently employed to introduce line in U.S.A. Modest starting 
salary with unlimited future. Must possess perfume or cosmetic 
selling experience with both department and drug stores, State 


salary required and experience. Replies confidential. Write Box 
2896. The American Perfumer, 9 East 38th St., New York 16, N.Y. 


SITUATIONS WANTED 


HAIR COLORING SPECIALIST: cosmetic chemist with exten- 
sive experience in the formulation, manufacture, and use of hair 
color rinses, dyes, bleaches, color shampoos, shampoo tints and 
other hair preparations. Creator of nationally known products. 
Now employed but seeking top position in this rapidly growing 
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field. Will also consider serving as consultant, Write Box 2895, 
The American Perfumer, 9 East 38th St., New York 16, N. Y. 


EXPERT PERFUMER-CHEMIST with over 15 years of experi- 
ence with leading European and American houses available. Ex- 
cellent knowledge of all types of cosmetics. Write Box 2894, Amer- 
ican Perfumer, 9 East 38th St., New York 16, N. Y. 


WE CAN SUPPLY 
THE FOLLOWING BOOKS 


Chemical Formulary (Bennett) IX 7.00 
Condensed Chemical Dictionary 1950 edit. 
Cosmetic Dermatology (Goodman) 
Cosmetics and How to Make Them (Bushby) 


Drug & Specialty Formulas (Belanger) 


7.00 
3.00 
6.00 
6.50 
6.50 


Emulsion Technology—a symposium 
The Essential Oils (Guenther) Vol. 1 
The Essential Oils (Guenther) Vol. II 
The Essential Oils (Guenther) Vol. III 
The Essential Oils (Guenther) Vol, IV 
Flavor (Crocker) 

Fundamentals of Detergency (Nevin) 


Hanley’s 20th Century Book of Formulas, Processes 
& Trade Secrets 


How to Make and Use a Small Chemical Laboratory 
Introduction to Emulsions (Sutheim) 


The Law of Foods, Drugs & Cosmetics (Toulmin) 
One large volume, 1460 pages 


Modern Cosmeticology (Harry) 
Modern Cosmetics (Thomssen) 
Natural Perfume Materials (Naves and Mazuyer) ... 


Perfumes, Cosmetics & Soaps (Poucher) 
Vol. I Raw Materials Dictionary 
II Production of Perfumes 


Perfumes & Spices (Verrill) 


Pharmaceutical Selling, Detailing & Sales Training 
(Peterson) 


Practical Emulsions (Bennett) 

Principles & Practices of Beauty Culture (Wall) ... 
Science & Art of Perfumery (Sagarin) 

Soaps & Detergents (Thomassen & McCutcheon) 
Spice Handbook (Parry) 

Surface Active Agents (Schwartz & Perry) 
Synthetic Food Adjuncts (Jacob) 

U. S. Dispensatory XXIV 


Send remittance with your order 
Foreign postage extra 


Book Department: 
MOORE PUBLISHING CO. 
9. E. 38th St., New York 16, N. Y. 


a a 
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ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 


Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


A Specializing in Labeling and Advertising 
f to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 5-9007 East Orange N. J. 





“L'ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 
FERFUMER CONSULTANT 


Creations ef Highly Original Perfumes. 
Duplications ef Most Difficult Fragrances. 
Unique Kind of Professional Services. 


333 West 52nd Street, New York 19, N.Y. Tel. PL. 7-3708. 





Bo Prytz, Ph.D. 


Consultant 


Enzymes, analysis, pharmaceuticals, 
drugs and cosmetics 


Cold Spring Harbor, L. |., N. Y. 


ARTHUR H. BEHR, Ph.D. 


Consulting Chemist and Perfumer 


Development and Application of Aromatics for any 
purpose 
VERONA 4-4804 


84 HILLSIDE AVE. 








NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 
MOORE PUBLISHING CO. 
Book Dept., 9 East 38th St., New York 16, N. Y. 


FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


46 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 
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PROFESSIONAL SERVICE 





VERONA, NEW JERSEY | 





* 
. ONSTANT research, skillful blending and ® 
development of subtle aromatics by the e 
Perfume Chemists of N.B.W. assures the @ 
quality of its Essential Oils, Aromatics and @ 
Floral Creations. * 


To be sure of constant high quality and lasting : 
consumer acceptance of your products ... @ 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. @ 
where RESULTS have merited your repeat © 


business since 1920. e 


NEUMANN-BUSLEE : WOLFE 


int. 
226 W.Huron St. 





Chicago 10, Ill. 


















OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 


We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today FOSTER D. SNELL... 
for Booklet No. 3 aTe GOREN TN Tit 


29 W.15'" St. New York IILNY 
“The Chemical Le ee | oo 


Consehent ond EVERY FORM OF 
CHEMICAL SERVICE 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e 
Ethyl Anthranilate e 


Isobutyl Quinoline 
Buty! Anthranilate 








Skatol 
Linalyl Anthranilate e 






Linalyl Isobutyrate 


FAIRMOUNY 


INC. 
Newark 5, N. J. 













600 Ferry Street 
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Allyl Cyclohexanepropionate — 1. refreshing sweet-tart aroma and flavor of fresh pineapple! 


While used principally in the composition of pineapple, strawberry and raspberry 
flavors, this Bush Aromatics S secialty is ec uall valuable asa serfume in redient. 
I ) | Y I S 
In flavors —~it is smoother and more lastin than other yineap le esters. 
S I PI 
In perfumes —it provides a fresh top note to floral type toilet waters and intensifies 
all of the various oils of Lavender, making them more lasting. Write us on 


your company letterhead for a complimentary sample. Address Dept. ARI. 


B US H AR OM ATIC G_CIVISION OF THE DOW CHEMICAL COMPANY 


Midland, Michigan 
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Particularly valuable and timely 


now in view of the continuing 
shortage of natural vetiver. 
Another advantage of 
Vetyrisia is its price, 

which is not subject to 
marked fluctuation. 


CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE «+ IN CANADA: CARAMEED, LTD., 350 WALLACE AVENUE, TORONTO 
GERBEVA. GWIPTERLAND «. «© © PARIS, FRANCE © © ee LONDON. ERGRARD 





